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PRINTERS’ INK 


SEVENTH WEEK. 


CASH between now and December 31, 1903, may 

receive PRINTERS’ INK for the term of one year, or 
extend his present subscription for the same length of time. 
This special offer is good only during the time specified and 
No Longer. I: is made for the special purpose to enlist as 
new subscribers young men and women who are contemplat- 
ing to study the art of advertising and the writing of adver- 
tisements. PRINTERS’ INK is a weekly journal for advertisers, 
and the best of them all, A weekly issue constitutes a weekly 
lesson which can be studied and digested at Home without 
the slightest interference with present occupation. A year’s 
reading of PRINTERS’ INK gives any one with the ability of 
becoming an advertising man more practical, common-sense 
instruction than any so-called course by mail for which a 
much higher tuition fee is charged. 

The reading and careful study of PRINTERS’ INK has not 
only been a stepping-stone, but the very making of many young 
men who now occupy well-paid and responsible positions in 
the advertising and publishing business. ' 

There is no other advertising journal that treats publicity 
in the same comprehensive and practical way. There is no 
other advertising journal which spends so much money, time 
and effort to obtain and gather from practical business life 
the facts and experiences, the successes and failures of those 
who are daily engaged in advertising. No young business 
man can read PRINTERS’ INK and not become an abler busi- 
ness man for doing so. It’s a journal of highest excellence 
and it should be read and studied in every modern business 
office in the United States. Sample copies ten cents. 


ARE YOU OPEN TO CONVICTION ? 


Ak ONE sending the amount of THREE DOLLARS 
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ABOUT TIN BOXES. 





The reader hereof will be far 
from civilization if he cannot look 
about him in office or home and 
see some description of tin box 
with design in several colors, for 
it is estimated that 100,000 firms in 
the United States use such con- 
tainers in marketing their prod- 
ucts. Proprietary remedies, drugs, 
coffee, tea, cocoa, tobacco, spices, 
toilet powder, cosmetics, salves, 
ribbons, shoe polish, paints, oils, 
salts, pellets and even liquids are 
now held in tin containers, and 
they are even used for rivets and 
screws. The number of consumers 
is constantly increasing, for tin 
boxes can now be made more 
cheaply than wood, and even pa- 
per, while they are preferred to 
glass bottles for many purposes. 
Besides the consideration of cost 
they admit of elaborate decorations 
on the boxes themselves, doing 
away with labels. They preserve 
goods better than paper or wood, 
are not likely to be damaged by 
rough usage, while when they be- 
come dirty or fly-specked in stock 
they may quickly be made fresh 
and new with a little soap and 
water. 

Brooklyn is the centre of the 
tin box industry. Near the Bridge 
approach are several factories, the 
largest belonging to the American 
Can Company. This is the “trust,” 
formed in 1901 by the Moore 
Brothers and capitalized at $88,- 
000,000. The consolidation em- 
braced 126 plants in various parts 
of the country, making some 50,- 
000. kinds of containers. Only 
twenty-three of these plants are 
now running, it is said, and when 
the “trust” entered the field prices 
were immediately raised to con- 
sumers under the impression that 
a close monopoly had_ been ac- 
quired. But independent com- 
panies began making boxes, at- 
tracted by the very fact that prices 


Post OFFIce, JUNE 29, 1893 
No. 3. 


had been raised, and to-day, after 
two years, about seventy-five inde- 
pendent concerns are said to be 
engaged in the industry. The larg- 
est is the American Stopper Com- 
pany, also in Brooklyn. It had 
never made tin boxes until two 
years ago, but was manufacturing 
a patent stopper for glass cans. 
When it was tound that the same 
machinery could be utilized in 
making tin containers the com- 
pany immediately entered the field. 
The story of its success, as told 
recently by the advertising mana- 
ger at the company’s office, is in- 
teresting in its advertising and 
business phases: 

“Prices were raised 100 to 200 
per cent, and the ‘trust’ claimed to 
control the tin plate market. Asa 
matter of fact, only about 50 per 
cent of the American output was 
under control, while English tin 
plate could always be imported 
profitably, even at the high tariff. 
When we approached consumers 
of tin boxes, however, they were 
afraid to give ue contracts at the 
old prices, doubting our ability to 
fill orders. So we decided that a 
contract must be secured from a 
customer so large that there would 
be no question as to our respon- 
sibility. The largest consumers 
were the Cascarets folks. We sent 
a representative to Mr. Harry 
Kramer. He was a little doubtful 
of our ability, but finally said, after 
sound arguments had been pre- 
sented, ‘Well, I'll take a chance; 
anyway.’ His order ran up into 
the millions, and many predicted 
failure for us, but we filled it, and 
to-day supply all the Cascaret 
boxes. Last year we delivered 
13,120,246 to that company, and 
their order for this month 1s 500,- 
000 of the 10-cent size, 800,000 of 
the 25-cent and 30,000 of the ‘50- 
cent. 

“When we got a few of the big 
fellows the little ones came in, as 
we had calculated. Advertising 
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was employed from the first. We 
took up an industry at a time, be- 
ginning with the drug trade pa- 
pers and getting good results from 
page and half-page ads. One day 
I thought of Printers’ INK, which 
I had read several years. Seemed 
as though it ought to reach enough 
proprietary people to make adver- 
tising worth while, so I asked ad- 
vertising men of the drug journals 
what they thought of it. They 
had already secured our business, 
so perhaps they were honest in 
their replies. ‘You might as well 
throw 10,000 dodgers in Broad- 
way,’ said they; ‘you stand as good 
a chance of having one picked up 
by a proprietary manufacturer. 
But we put a small ad in the clas- 
sified columns of PRINTERS’ INK, 
and it brought replies. We fol- 
lowed with small display ads. To 
date our expenditure in your paper 
has been less than $50, and it has 
brought us more than $12,000 
worth of business. Last month we 
got an order for $3,730 from the 
largest mai] order house in Chi- 
cago. Our salesman had passed 
this firm’s office a dozen times, 
never suspecting that they used tin 
boxes. The first sentence in their 
letter of inquiry was, ‘We saw 
your ad in Printers’ INK.’ To 
another Printers’ INK customer 
we recently shipped 1,494,695 
boxes. Though all the trade pa- 
pers we have used have brought 
us good results, none compares 
with Printers’ INK. 

“Each of our ads is keyed with 
a simple street number. Each piece 
of printed matter we send out also 
has a key number. We follow 
every inquiry and make a point of 
noting on the order book where 
the order came from. Each cus- 
tomer is asked where he learned 
about us. Orders are traced to 
certain publications, or circulars, 
or salesmen. Some customers 
come through our imprint on our 
products, most of which bear our 
name and address. This is one of 
our best advertising mediums. In- 
deed, a material reduction in price 
is made for the privilege of put- 
ting this imprint on large orders. 
One large proprietary firm in New 
York will not permit it, though 
we offered a reduction amounting 
to about $5,000 a year. Besides 


to be made in December. 


these mediums we keep a close 
follow-up system. If a man fails 
to respond in a week we write 
him, From 200 to 400 typewritten 
letters go out of this office daily 
to prospective customers. We use 
no fac-similes. After an impres- 
sion had been made on the pro- 
prietary trade the shoe polish man- 
ufacturers were taken up. Now 
we are after the tobacco trade, and 
after that the grocers. This is an 
immense field, and operations have 
been deliberate because we have 
had to develop our manufacturing 
facilities. In two years the factory 
has been moved five times to larg- 
er quarters, and another move is 
One of 
the best ads we have put out is a 
little desk sign, ‘Do It Now!’ on 
enameled tin. This has our busi- 
ness card on the back, and was de- 
signed as something that would be 
o: hand when a man wanted our 
address. More than 20,000 have 
been distributed. Bankers and 
school teachers send for them, and 
many have been mailed with per- 
sonal letters. We make about sev- 
enty styles of boxes now, and when 
a new shape is designed samples 
are sent to everybody who is likely 
to be interested in it. Packages 
of samples containing a dozen 
boxes of various styles are sent 
out continually. Frequently they 
suggest new products to customers, 
or new ways of packing. Samples 
are sometimes Ailed with talcum 
powder or similar products to en- 
hanc. the human interest. Just 
now we contemplate sending to 
custumers at Christmas boxes con- 
taining products of some large 
manutacturers that we supply with 
containers — Runkel Bros.’ and 
Huyler’s Cocoa, Cascarets, Chese- 
brough’s Vaseline, Sanitol Tooth 
Powder, and so forth. This is a 
form of advertising that has paid 
us well. Just a few days ago we 
got arr $1,800 order from a New 
Jersey manufacturer who liked a 
new box mailed him, after we had 
written and visited him in vain. 
Our ‘Making Things Right’ de- 
partment is also a fine advertise- 
ment. A certain percentage of 
boxes in 1,000,000 is bound to be 
defective, despite all care. Instead 
of dickering we mail a check to 
cover deficiencies as soon as the 
(Continued on page 6.) 
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Little Lessons in Publicity—Lesson 4. 


The Selected Evening List 


The most carefully selected list of evening newspapers 
under one representation in the world. Each paper had to 
meet the following requirements, in theory and in practice, to 
become eligible to the list : 

First: Must be a high-grade, family circle, evening daily. 


Second: Must be clean—free from all filthy advertisements that 
disgrace the columns of the majority of daily papers. 


Third : Must possess the confidence and respect of its readers, 


Fourth: Must be strictly independent politically. A partisan paper 
is not a newspaper ; it’s an organ. 


Fifth: Must be the leading paper in its territory, both in quantity and 
quality of circulation and advertising. 


Sixth: Must issue regularly each month a sworn detailed statement of 
net circulation, so as to furnish an itemized bill to each advertiser for 
goods delivered. 


Seventh: Must put forth every possible effort to make the purchase 
of space in its columns good advertising investment, 


Eighth: Must have only one rate and one condition for a certain ser- 
vice—the same to all advertisers—so that there could be no discrimination, 
no favoritism, no humbug of any kind. 


The following selected list meets all the above conditions, 
and is unequaled and unapproached by any list of Evening 


Dailies : 
THE WASHINGTON STAR 
THE BALTIMORE NEWS 
THE INDIANAPOLIS NEWS 
THE NEWARK (N. J.) NEWS 
THE MONTREAL STAR 
THE MINNEAPOLIS JOURNAL 
For the sale of any given article, high-priced, low-priced or 
medium-priced, the above selected six should be included in 
your appropriation every time. Each is the recognized leader in 


its respective city. Follow the leaders and you will win. For 
further information write 


M. LEE STARKE, 
Trew vous = Mgr. General Advertising. ethane Detesieg, 
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customer’s own tally of defectives 
is received. Every sample sent out 
has printed matter giving com- 
plete details as to prices, shipping 
and other particulars, saving let- 
ters of inquiry. Certain styles of 
boxes, such as talcum and _ tooth 
owder, are carried in stock and 
ettered with the business cards of 
small customers, as druggists and 
mail order men.” 
HOW TIN BOXES ARE MADE. 

The process of making tin con- 
tainers, somewhat complicated, is 
probably not understood by many 
who use hundreds of thousands of 
boxes yearly. There is a popular 
notion that the box is first made 
and then decorated. The method 
followed at the American Stopper 
Company’s factory is substantially 
as follows: 

A color sketch of the design is 
submitted to the customer, and 
when sent back approved it is 
drawn on a_ small lithographic 
stone. For the half-tone effects 
that appear on some boxes a photo- 
engraving process is used to trans- 
fer the design to the stone. All 
tin boxes are lithographed. De- 
signs for both box and cover are 
then transferred in duplicate to a 
large stone capable of printing a 
whole sheet of tin. This large 
stone holds from 12 to 100 box 
and cover designs, according to 
size. 
together to insure uniformity of 
color. 

Tin plate comes chiefly from 
Pennsylvania in crates holding 112 
sheets. A standard size is 20x28 
inches. Some boxes, like those 
made for Cascarets, havethe design 
printed directly on the tin, but the 
greater number are printed on a 
lacquered surface. This lacquer, 
which is a fine paint, is applied to 
one side of the tin by a special 
machine. The sheets are then 
piled in large racks and dried in a 
kiln at 160 degrees for two hours 
or more, according to the color of 
the lacquer. The other side of the 
sheet is sometimes coated with a 
light gold lacquer, while in very 
fine boxes the inside is also cov- 
ered with a creamy lacquer. The 
lacquered surface cannot be 
scratched with the finger-nail after 
it is dry, and this is the wonderful 
part of a modern tin box. Each 


Cover and box are printed . 


sheet is tested, and those that take 
the slightest scratch are thrown 
out. 

Lithographing is the next pro- 
cess. It is done on special Hoe 
cylinder presses. The design on 
the stone does not touch the tin 
direct, as when paper is being 
printed, but is transferred to a 
rubber “platen” on the cylinder and 
then to the tin, the soft rubber 
surface insuring an even applica- 
tion of the design to the unyielding 
metal. The design on the stones 
is not made in reverse, like type, 
but as it will finally appear on the 
box, being reversed when it touch- 
es the rubber and again when ap- 
plied to the tin. The number of 
printings varies from one to five 
or more, according to the com- 
plexity of decoration. After each 
printing the tin is piled on racks 
and dried in the kilns a half hour. 
Some decorations have gold let- 
ters, which are obtained by print- 
ing with size and running the tin 
through a bronzing machine. Three 
years ago this bronzing was all 
done by hand. On stock boxes 
furnished to druggists in small 
quantities the name and address is - 
printed from type, but the soft sur- 
face of the rubber platen gives a 
real lithographic effect. After the 
lithographing is finished the sheet 
is varnished and kiln-dried. 

Tin sheets are irregular in size, 
so lines for cutting out the sepa- 
rate boxes and covers are printed 
with the design. The sheets now 
go to machines which cut them 
into rows of six or more covers 
and boxes. The former go to the 
die-stamps, which are huge presses 
running at high speed. The cover 
dies are somewhat like those used 
for embossing, having “male” and 
“female” parts. The rows of 
cover designs are fed by hand, 
being cut out and shaped one at a 
time. The tin is drawn into shape 
by enormous pressure—in fact, 
this pressure is so great that the 
sheets are first coated with a lubri- 
cant to prevent heating and wear- 
ing of the costly dies. Sometimes 
names are embossed on covers. 
Notwithstanding the pressure. the 
fine lacquer surface is not broken, 
and though the finished covers are 
thrown around in big baskets they 
are never scratched. Covers are 
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of many shapes, from the simple 
round lid of a shoe polish box to 
the square cocoa box cover with a 
round top. A die-stamp makes 
from 15,000 to 20,000 covers a day. 

The boxes themselves are cut 
out singly from the whole sheet, 
and the oblong pieces are fed into 
a machine which turns up the two 
ends. Another machine forms 
them into round, square or oval 
shapes and joins the ends in a flat 
double seam. Bottoms cut from 
plain or lacquered tin are then put 
on by another machine, the joints 
being effected by seams. No sol- 
der is used. A seamed box will 
not hold liquid. Tin containers 
for liquids are soldered. These the 
company will make in its new 
building. The raw upper edges of 
the box are then trimmed by still 
another machine, which also puts 
on the “bead” or rim that supports 
the cover. Covers :are also run 
through and trimmed. Some cov- 
ers are perforated and fitted with 
revolving tops for holding: powders 
and spices. Trimming and bead- 
ing were formerly done on a dan- 
gerous hand-fed machine, but the 
American Stopper Company has 
perfected an automatic device that 
takes covers and boxes by the 
dozen at the rate of 40,000 or 
50,000 a day. A defective box or 
cover stops the machine instantly. 

This factory works by a piece- 
work system, employees being paid 
a certain rate per thousand. Boxes 
are not counted, however, but 
weighed, as the size is so exact 
that there is little variation in a 
thousand boxes or covers. As 
many as 600,000 boxes are com- 
pleted in a single day. The month- 
ly output is near 15,000,000. Prices 
to consumers range from one-tenth 
of a cent for small round salve 
containers an inch in diameter to 
three cents for a fine toilet powder 
box lacquered inside and bearing 


a design in five colors. Cascaret 
boxes are printed twice and 
bronzed. Girls make 30,000 of 


them in a day, and the contract is 
so large that some machines are 
running on them continually. The 
loss in the factory through defec- 
tive boxes is less than one-tenth 
of one per cent, and through de- 
fectives that slip past inspectors 
and go to the customer less than 


one-fiftieth of one per cent. An 
order for 100,000 shoe polish boxes 
was recently shipped seven days 
after the company received the 
approved sketch. Few tin boxes 
are made in this country for for- 
eign firms. The Germans make 
very elaborate and costly boxes 
that are little used in the United 
States, while England and France 
supply their home markets. An 
order is sometimes filled for a for- 
eign firm, however, in which event 
English tin plate is shipped to 
New York in bond and exported 
duty free after being made@up. 
James H. CoLtins. 





IN WALL STREET. 
In modern speculation 
Your language you must choose. 
It’s an investment if you win, 
But gambling if you lose. 
—Weshingien Star. 


pews 





It is easy to sneer at “red tape,’” 
but intelligent method which adapts it- 
self to all the exigencies of a business, 
and has for its sole object the thin 
for which it was planned to perform, is 
one of the most powerful instruments 
ef human labor. The business man 
who ignores method can never hope to 
reach the greatest success.—Jed Scar- 

oro. 








The fact that 


The 
Chicago Record-Herald 
Gained 
707 
Columns 


the first seven months of 
this year as compared with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619columns, cov- 
ering thesame period, means 
this : That many new adver- 
tisers are giving the prefer- 
ence to THE CHICAGO 
Se te over 
other Chicago news 

and that the old aaverteers 
have found it profitable to 
increase their space in its 
columns. 




















DEPARTMENT STORES AND 
FOREIGN LANGUAGE 
PAPERS 


The Little Schoolmaster believes 
that the department stores are one 
of the chief influences in persuad- 
ing our foreign-born population to 
adopt American ways of living and 
thinking, and that the foreign. lan- 
guage papers, particularly those 
printed in German, are indispensa- 
ble to these establishments. An 
editorial setting forth these views 
was published in PRINTERS’ INK 
September 30, 1903, and a reporter 
was sent to interview the advertis- 
ing managers of New York lead- 
ing department stores on the sub- 





ect. 

The Siegel-Cooper Co. is an es- 
tablishment that caters more di- 
rectly to the classes in question 
than any other, perhaps, carrying 
clothing, house-furnishings and 
foodstuffs more likely to be in the 
reach of the family that reads a 
foreign language and is engaged 
in securing a foothold in the new 
land of opportunities. A. J. Meis- 
ter, the advertising manager, con- 
sidered the editorial view novel, 
but unquestionably sound in its 
premises. “We use foreign lan- 
guage papers of all classes,” he 
said, “the German papers very ex- 
tensively, as well as the Yiddish, 
Italian and Bohemian. We have 
used the Chinese paper, and some- 
times reach the Chinese by dis- 
tributing fans at a Chinese picnic. 
Results are watched closely, and 
we have never had occasion to be- 
lieve that money spent with for- 
eign language mediums was an un- 
profitable expenditure. We must 
move merchandise out of the store 
continually, and we take every 
means of telling every class about 
the Big Store, no matter what lan- 
guage they read. The foreign lan- 
guage papers are an important part 
of our publicity.” 

William H. Campbell, advertis- 
ing manager of the Simpson-Craw- 
ford Co., said that store used the 
German papers extensively, adver- 
tising house-furnishing goods, gro- 
ceries, china and similar lines. 
There are said to be 100,000 Ger- 
man-reading families in New 
York, and to reach them it is 
necessary that the German dailies 
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be used. As to which paper was 
most effective he thought it diffi- 
cult to say. The Staats-Zeitung 
probably give the best returns, 
though the Herold and Das Mor- 
gen Journal were also profitable 
mediums. One of the oddities 
among mediums used by depart- 
ment stores is the Caledonian, a 
monthly Scottish-American maga- 
zine, published in the Bible House, 
New York. While not a foreign 
language publication it is used in 
much the same way, and is an ex- 
cellent medium for advertising the 
uniforms and regalias worn by 
Scottish societies throughout the 
United States. Several of the de- 
partment stores are represented, 
and it frequently brings nice orders 
in this single line. Other papers 
reaching special classes or nation- 
alities are useful for special pur- 
poses, but the Simpson-Crawford 
Co. uses none of the Italian or 
Hebrew dailies. 

R. H. Macy & Co. use German 
papers, and as the store serves a 
clientele that lies largely in the 
foreign quarters it is to be pre- 
sumed that other mediums of this 
class are necessary. Mr. Jonas, 
the advertising manager, was too 
busy to talk, however. Mr. Jonas 
is a very busy man. 

The advertising manager of an- 

ther department store, who 
wished to remain nameless, said 
that German papers had _ been 
dropped by his company chiefly 
because of poor translations of his 
ads. Mr. Campbell also said that 
this was one of the factors that 
discouraged most advertisers who 
wrote only English from going 
into foreign language papers. In 
some cases the fault lies with the 
translators, but most of the Ger- 
man papers have people at good 
salaries who do this work, and 
perhaps the difficulty was one in- 
herent in the languages. To get the 
best results it is necessary to write 
ads in the language in which they 
are to be published, and this is 
impracticable for nearly all classes 
of advertisers. 





You can’t turn down the man who is 
in dead earnest. He makes you feel his 
faith in the proposition he puts before 
you. here is no substitute for this 
quality in advertising; it is power.—Jed 
Scarboro. 
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Advertising 
Without Cost 


Is obtained by using a decorated tin box, 
because it is utilized long after the contents 
have been emptied, as the box is useful for 
other purposes in addition to being orna- 
mental and durable. Labels on paper boxes 
or glass jars are easily soiled and fall off ; tin 
printing always looks bright and is permanent. 

That’s one of the reasons (there are many 
others) why the proprietors of 


CASCARETS 


(Candy Cathartic) 


HUYLER’S 


(Cocoa) 


VASELINE 


(Petroleum Jelly) 


and 991 other leading proprietaries use tin 
boxes. There are three reasons why they 
buy from us. 


A great many have never considered 
using decorated tin boxes, thinking them too 
expensive. As a matter of fact, when every- 
thing is considered, they are cheaper than 
paper boxes or glass jars. Write to us. 


American Stopper Company, 
161 Water Street, Brooklyn, N. Y. 
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FORTY-THIRD WEEK. 





In response to the weekly ad contest, now in its forty-third 
week, fifty-two advertisements were received in time for report 
in this issue of PrinTERS’ INK. The one reproduced below was 
deemed best of all submitted. It was sent in by Harold C. 
Parmelee, of Harvard University, Cambridge, Mass., and it ap- 
peared in the Harvard Daily Crimson of October 3, 1903. A 
coupon was mailed to Mr. Parmelee, as provided in the condi- 
tions which govern this contest, viz.: Any reader may send an 
ad which he or she notices in any periodical for entry. Reason- 
able care should be exercised to send what seem to be good ad- 


Three Students 


(Names are given below.) 


Seeking to pay our college expenses we offer an unexcelled laundry ser- 
vice, and believe we shall have the co-operation of fellow students, even 
the most particular. We have selected the best laundry in New Eng- 
land, and shall collect and deliver bundles ourselves by team each week. 

Our plan has the approval of College Authorities ; 
Professors, Instructors and prominent men in Athletics give us their 
patronage. Won’t you? Wesrecalling atevery man's room asrapidly 
as we can, to explain in detail. Nota man yet has ‘‘turned us down.” 

A mutual interest will be well served if you will 
wait our call before sending your laundry work elsewhere. We want 
your first bundle. Drop us a postal card, and we'll call at once—do up 
the bundle for you—and charge only if satisfactory. We ask for no con- 
tract or agreement—just the opportunity to try to please you. 

We supply Harvard men with laundry bags—free. 

















E. W. Merritt, ’04 E. B. Blanchard, ’06 G. B. Stevens, ’07 
Address 22 Hollis. 











vertisements. Each week one ad will be chosen which is thought 
to be superior to every other submitted the same week. The 
ad so selected will be reproduced in PRINTERs’ INK, if possible, 
and the name of the sender, together with the name and date of 
the paper in which it had insertion, will also be stated. A cou- 
pon, good for a year’s subscription to PRINTERS’ iNK, will be 
sent to the, person who sends the best ad each week. Advertise- 
ments coming within the sense of this contest should preferably 
be announcements of some retail business, including bank ads, 
real estate ads, druggists’ ads, etc. Patent medicine ads are 
barred. ‘The sender must give his own name and the name and 
date of the paper in which the ad had insertion. 
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Nashville Banner 








One of the Thirty-Six. 


1903 CIRCULATION 





Daily Average for January, ‘ . 16,211 
* . “ February. . 16,727 
“ ns “ March ; : 17,281 
. “April , : 18,472 
. “ “ May ’ 18,640 
i e «June ‘ : 19,556 
“ “a “ July ‘ ; 19,401 
" as “ August , ‘ 19,532 
” ws “ September . . 19,688 


Average for Nine Months 18,388 


THE BANNER’s subscription price is the highest, 
its circulation the largest, and it carries more local 
and more foreign advertising than any other 
Nashville newspaper. 


Vreeland-Benjamin Special Agency, 


150 Nassau Street, Tribune Building, 
New York. snigenasnntigiietiameiniit Chicago, Ill. 


BANNER PUBLISHING CO., NASHVILLE, TENN. 
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BUSINESS TRANSLATIONS. 





In these days when business men 
pride themselves on keeping such 
close watch on the returns they 
receive from their advertising, 

“keying” their ads, checking up in- 
quiries, etc., there is one vitally 
weak point in their system, and 
that is the translation of their ad- 
vertisements into foreign lan- 
guages. 

In this article we will take it for 
granted that every advertiser of 
importance realizes the necessity 
of reaching our foreign population 
in their own tongue, and therefore 
devotes a certain percentage of his 
appropriation to the local foreign 
papers. In order to cover any field 
with a fair degree of thoroughness 
these foreign mediums must be 
used—no advertiser will dispute 
that. The appeal made in the ad 
must reach the reader in his own 
language to be effective. The point 
must “stick” in the reader’s mem- 
ory—and he naturally thinks in his 
mother tongue. Nor can _ the 
amount expended in foreign adver- 
tising be too limited. The foreign 
population in this country is so 
enormous that a goodly amount of 
space must be used to cover it. 
And our foreign citizens are good 
customers—they will buy if you 
appeal to them in the right way. 
As a rule they are hard-working 
people and thrifty—perhaps more 
so than we are; and a good line of 
advertising, put before them with 
the utmost strength in their own 
language, will not fail to produce 
returns. Nowadays an advertiser 
buys his space like a Shylock after 
his pound of flesh—he wants value 
received for every penny expended. 
His ads must be effective; they 
must bring results in proportion to 
the money expended, or his adver- 
tising manager is soon in trouble. 
And he is right. To succeed these 
days the advertising game must be 
played to the limit—one series of 
weak ads may give your competi- 
tor an advantage hard to overcome. 

When the advertiser simply ap- 
— to the English-reading public 

e is generally pretty careful as to 
returns—he knows where he is at. 
But here is just the point: What 


becomes of the money he spends 
for foreign advertising? Nine hun- 





PRINTERS’ INK. 





dred and ninety-nine chances out 
of a thousand he does not know 
the language himself; and in this 
his advertising manager is equally 
at sea. His carefully worded ad 
might appear like the lamentations 
of Job, and he would not know the 
difference. There is a gap in his 
system, and a serious one, too, 
Because of this fact, not a few ad- 
vertisers run over their list of em- 
ployees and perhaps find some one 
who has some knowledge of the 
language. The work is promptly 
entrusted to him—it looks like a 
simple matter! And what is the 
result? The employee, totally in- 
experienced in the difficult art of 
translating and transferred from 
regular routine work to execute 
such an important commission, 
does the best he can; but success 
in such a case is impossible. Ad- 
writers have a style peculiar to 
themselves — short, snappy  sen- 
tences, meat in every joint, with 
here and there a play on words to 
bring out the point. The transla- 
tion of a heavy classical work is 
play compared with these ads. 
What makes good sense in one 
language with only a few words 
would be utter nonsense in another 
—each having its peculiarities of 
expansion and abbreviation; and 
here is where the master hand is 
needed—a hand backed by brains 
and experience. 

The fact that the translator has 
a thorough knowledge of the two 
languages used is not sufficient. 
The foundation is good; but the 
most careful training and a clear 
eye for possibilities are also neces- 
sary. The full force of the adver- 
tiser’s original idea must be kept 
ever present. Where an ad would 
be weakened through translation, 
the translator must have the abil- 
ity to build it up and render it 
more effective by the addition of a 
word here and there. There are 
very few ads that do not have 
certain possibilities of gaining 
strength through translation. The 
essential thing is to know how to 
utilize them; and only the trained 
hand, sharpened by experience, can 
do this. 

There are also several other 
qualifications which the translator 
should possess, of which I shall 
mention two or three. In my opin- 
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ion the most successful adwriters 
of to-day are those who make the 
closest study of human nature. 
Their ads have a true ring—they 
are “human.” So it is with the 
translator. Through him the ad- 
vertiser is appealing to another 
race—to a public with which he is 
not acquainted; and the translator 
must give the necessary life and 
spirit to the appeal to make it ef- 
fective. The characteristics of the 
race should be considered ; also the 
style of language to be used, 
whether the ad should be couched 
in an elevated tone or the heart-to- 
heart style of the common people, 
according to the clientele to be 
reached. The original ad may 
leave to the translator the choice 
of several words to cover the idea. 
Each one has its peculiarities, cer- 
tain qualities of strength and ap- 
peal; and the whole effectiveness 
of the ad may depend on the judi- 
cious selection of one word. With 
very few exceptions the advertiser 
has no conception of these points. 
The probabilities are ten to one 
that he will simply send his Eng- 
lish copy to the foreign papers, 
relying on them for the translation. 
It is not my intention to criticise 
the translations furnished by our 
foreign papers, for a few of them 
really do the work conscientiously ; 
but I must add that these few are 
exceptions. A first-class translator 
can command a high salary, for 
good translators are scarce. The 
work is exceedingly difficult ; it re- 
quires a good deal of time, and the 
remuneration must be in propor- 
tion. Therefore the temptation to 
employ cheaper men is great, and 
the publishers very generally fall a 
prey to it. They usually reason, 
and rightly, too, that the adver- 
tiser will pay very little, if any, 
attention to how his foreign ads 
are being killed through transla- 
tion, or rather mistranslation, and 
that he will continue year by year 
devoting so much of his appropria- 
tion to “covering the foreign field,” 
as he calls it. To such an adver- 
tiser I would recommend that he 
have a few of his ads translated 
back into English by a competent 
man. The results may prove sur- 
prising, and the lesson will be a 
profitable one for his future guid- 
ance. 
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Now, let us look at the matter 
from a business standpoint—as a 
question of dollars and cents. 
When a certain amount is to be 
devoted to foreign advertisements, 
why not use as much care in seeing 
that you get good results from it 
as you do from the rest of your 
appropriation? You do not hesi- 
tate to pay a good salary to your 
adwriter—you feel that it is neces- 
sary. Then why not see that this 
high-class work is effectively re- 
produced in the other languages? 
Have this work done right for 
once; then check up and compare 
the results with those produced 
under your former haphazard plan. 

—_—_+o9—_—__—— 

Some men’s business methods are as 
mysterious as some chafing dish mix- 
tures.—White’s Sayings. 





CONVINCING reasons, with the force 
of earnestness running through them, 
are the only influences that make people 
part with their money for your goods 
or your services. Shouting, in super- 
lative assertions barren of reasons, will 
attract their attention, most certainly, 
but getting their attention and getting 
their cash are two separate and distinct 
operations. Have you ever noticed it? 
—Jed Scarboro. 





The increase in 
advertising this fall 
demonstrates with 
further emphasis 
the continued suc- 
cess of THE MAIL 
AND EXPRESS at 


one cent. 
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WITH ENGLISH ADVERTIS- 
ERS. 





By T. Russell. 


A firm of distillers, Messrs. El- 
lis & Co., of Richmond, Surrey,, 
England, has registered, or applied 
to register, the trademark “Quak- 
er,” and proposes (unless re- 
strained by law, or forbidden tne 
registration) to market spirits un- 
der that name. The Society of 
Friends, which is almost wholly, 
if not indeed specifically and by its 
tenets,.committed to the temper- 
ance cause, has kicked. I have 
always understood that Friends did 
not use the courts of law, but I 
am informed that the society now 
proposes to take steps in oOpposi- 
tion to the trademark. The pro- 
cedure as to registration in this 
country provides that any mark 
which is sought to be protected 
under the patents, designs, and 
trademarks act shall deposit with 
the Comptroller of Trademarks a 
representation of the design or 
words, with an- electro, and the 
Comptroller forthwith inserts this 
in tae official “Trademarks Jour- 
nal.” Unless valid objection is 
entered by some aggrieved person, 
the mark is presently entered in the 
register, and it can then only be 
removed by order of the Court of 
King’s — 

ok * 

It isa doubtful question whether 
the Society of Friends can claim 
to be, in the sense of the statute, 
“aggrieved” by the registration of 
the word and design “Quaker,” 
proceedings having hitherto been 
always taken by owners of con- 
flicting registrations, and as 
Printers’ INK has an English cir- 
culation, and is very likely to come 
under the eye of the court in the 
event of its infringing the rather 
elastic law of contempt, perhaps 
I had better say nothing about 
the forensic aspect of the contro- 
versy. But there is no harm in 
recording the complaint of the 
Quakers. “For twenty years,” 
they officially complain, “the So- 


ciety of Friends have” (I should 
have said ‘has,’ but it’s all a matter 
of taste) “endured with real Quak- 
er patience the sight of William 
Penn on the hoardings with 2 
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packet of oats in his hand.” Well, 
I don’t see that that hurts them, 
There is nothing but what is of 
good repute about Quaker Oats, 
and the Quaker Oats Company has 
never in all its history employed 
an advertisement that could be 
called vulgar or of bad taste. 
“But,” pursues the protest, “the 
prospect of seeing Quaker Stout 
and Quaker Gin put on the mar- 
ket is too much. The label pro- 
posed for registration has for its 
center the figure of an elderly 
Quaker” (there seems something 
incongruous in the idea of a 
quaker who isn’t elderly; are 
there any young Quakers?) “hold- 
ing a glass to his mouth with an 
obvious expression of satisfaction.” 

The Society of Friends could ‘hnard- 
ly expect the gin-mill proprietors 
to represent the Quaker “making 
a face” or looking discontented 
with their product. On. the publi- 
cation of the design i in the “Trade- 
marks Journal,” however, the 
Board of Sufferings resolved upon 
legal proceedings. *I do not know 
what the Board of Sufferings may 
be, but it is a picturesque designa- 
tion and I am bound to say that I 
sympathize with the suffering fol- 
lowers of William Penn. All that 
the owners of the proposed mark 
cared to say on the subject was 
that the figure was chosen as being 
decidedly picturesque, and outside 
the ordinary run of trademarks, 
which is no doubt true, but does 
not clear Messrs. Ellis & Co. of 
the charge of bad taste and a 
somewhat reckless disregard for 
the feelings of a highly respected 
and worthy class of citizens. I 
hope the mark will not be put on 
the register. 

* + * 

The subject of trademarks is 
closely bound up with that of ad- 
vertising. In the absence of a 
good and workable law for the pro- 
tection of marks, whether by 
statute or at common-law, adver- 
tising is practically impossible, be- 
cause the profits of it cannot be se- 
cured. The death, therefore of 
probably the greatest trademark 
lawyer in the world, Pierre, 
Comte de Maillard de Marafy, 
president of the Union des Fabri- 
cants, Paris, is an event of inter- 
(Continued on page 16.) 
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House-to-House 
Canvass 
at Milwaukee. 


* 

On Sept. 26 Tue Mitwavuker JourNAL 
completed a house-to-house canvass of the 
daily newspapers taken in homes WITHIN 
THE CORPORATE LIMITS of the city of 
Milwaukee. The full detailed report was 
rinted in THz JouRNAL on Monday, Sept. 28. 
The result of the canvass shows the home cir- 


culation of Milwaukee papers to be as 
follows : 
BRI icc veessceercs 15,818 
IDE sve scnssccchsc ves 9,907 
Wisconsin .............. 5,944 
Tidus tondsecrereneetess 5,557 
eg Ce 4,919 


From the blanks used by Tue Journat not 
only is it possible to learn the total home 
circulation, but also the combination circula- 
tion, and, most important of all, the exclusive 
circulation of each newspaper. By exclusive 
is meant where only one paper is taken in the 
home. 

The exclusive home circulation of the papers 
was found to be as follows : 


PIR gi nce i ccsccovesece 10,691 
EE 4,480 
Pi chisdntiuenenedetione 3,511 
Wisconsin............... 2,593 
Free Press............. 2,191 





Newsdealers’ orders and street sales added to its located home circulation make Tue 
Journav’s total city circulation between 19,000 and 20,000. Tue JourNAL guarantees 
advertisers a total paid circulation of 30,000 daily. 


It required four months to make the canvass. 


Every report connected therewith is on 


file in THz JouRNAL’s office and open to the world. 
The Evening Wisconsin claims a daily circulation of 22,000; its minimum _ rate, 10,000 
lines, is 5 cents per line, or 70 cents per inch. The Milwaukee Daily News claims a daily 


circulation of “about 22,000 ;” 


cents per inch. 


its minimum rate for 10,000 is 4 cents per line, or 56 


For a claimed circulation of 44,000 their combined rate is g cents per line, or 


$1.26 per inch, 


Tue JouRNAL guarantees advertisers a daily paid circulation of 30.000. Its minimum rate 
for 14,000 lines is 5 cents per line, or 70 cents per inch. 

Tue Journat believes that instead of those papers having the paid circulations they 
claim to have, their paid circulations will not exceed : 


The Evening Wisconsin... 
The Milwaukee Daily News........... oébiameces 


14,000 
12,000 


Combined, this gives an advertiser 26,000 daily paid circulation, or about one-sixth less 


than Tue JouRNAL guarantees. To make the 


be addedto their combined card rates, which would make the rate 10 1-2 cents per 


advertiser even on circulation one-sixth — 
ine, 


or $1.40 per inch—exactly 100 per cent more than THs JouRNAL charges. 
Tue Journav’s circulation is greater in 99 per cent of the wards of Milwaukee 


and, consequently, better circulation. 
favor of Tus JOURNAL, 


At Tug Journav’s rate of one-sixth of one cent fed line per th 
the rate of the Wisconsin with 14,000 paid circulation—whi 


So claim for quality of circulation could be made in 


A paid ci leti. 
ch THe JouRNAL does not admit it 





has—should be 2 1-3 cents perline,r 33 cents per inch. At the same rate the Milwaukee Daily 
News, with a possible 12,000 paid circulation, should be entitled to a minimum charge of 


2 cents per line, or 28 cents per inch. 


THE JourNAL believes, if given the opportunity, it can prove with their records that their 


paid circulations are not higher than— 


The Evening Wisconsin 


The Milwaukee Daily News............... 


14,000 daily 
12,000 daily 


and that those two papers are carrying advertising at figures as low or lower than THE Jour- 


NAL states their minimum rate should be, viz. : 


The Evening Wisconsin (lower than) 2 1-3 cents per line, or 33 cents perinch, The 


News, 2 cents per line, or 28 cents per inch. 


THE JOURNAL COMPANY, 


STEPHEN B. SMITH, 
30 Tribune Bidg., 
New York City, N. Y. 


Cc. D. BERTOLET, 
705-707 Boyce Bidg., 
Chicago, Ill. 
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national importance. The Union des 
Fabricants is so fully recognized 
as being at the head of the trade- 
mark business in France, and in- 
deed all over continental Europe, 
that practical advertisers have 
seldom thought it worth while to 
contest its decisions, and owners 
of marks who belong to the Union 
(which is a sort of Society of 
Trademark Owners) are in the 
habit of printing on their labels 
“Protected by the Union des Fab- 
ricants,” which has a very potent 
and recognized effect in scaring off 
infringers. Count de Maillard ‘nas 
probably broken up more gangs of 
irates than any other individual 
awyer. He was constantly con- 
sulted as to the planning of trade- 
marks and designs, and a mark 
which he had approved never, in 
my recollection, failed to be ac- 
cepted by registrars in any coun- 
try. It was not alone with French 
or continental -trademark law 
that the late count was familiar; 
he knew intimately the laws of al 
nations in this respect, and fhe had 
an unequalled gift of clear and 
lucid exposition, which made it a 
keen intellectual delight to sit\in 
his airy, sun-flooded office in the 
Avenue du Cog, and listen to his 
deliberate, pellucid French, which 
fell from him in a stream, without 
hesitation or stammer, without any 
of the speed and _ gesticulation 
which is associated with the dic- 
tion of his people, and which 
would have made every one of his 
decisions, if stenographically re- 
ported, a perfect example, not 
merely of sound law, but also of 
classical and literary Frenca. 
Count de Maillard died, his funeral 
card informs me, “fortified by all 
the rites of the Church,” on the 
nineteenth day of August, and in 
his seventy-sixth year. 
* * * 

At this season of the year, many 
advertisers cut down their adver- 
tising on the ground that trade is 
bound to be slack, and that econo- 
mies are in order. It is no doubt 


true that during August and Sep- 
tember, both in England and the 
United States, sales are apt to be 
a little “off,” and a desire to limit 
the expenditure is very natural, 
especially if it is intended to em- 
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ploy the economies thus secured 
in order to put on a little extra 
steam later. When business is 
relatively small for a considerable 
,period, advertisers are likewise apt 
to cut the advertising account dur- 
ing even the better season, and to 
congratulate themselves when they 
discover that, while sales have 
been less, the reduced expenditure 
has made the profits larger. 
* * ~ 


It is necessary to observe, how- 
ever, that there are penalties at- 
tached to this kind of economy. 
One may cut too freely. Suppose 
that, during the season usually de- 
voted to large expenditure, big 
newspaper displays, and lavish 
pamphletting, an advertiser re- 
duced his expenses, and thus made 
a satisfactory profit and loss ac- 
count, he might easily find that, 
when the dull season came, and 
the advertising account would 
have been at a minimum in any 
event, the steady demand always 
counted upon during even the qui- 
et months had fallen off in propor- 
tion to the falling off of sale dur- 
ing the (compensated) large-ex- 
penditure period, and tnat the fall 
now would eat up all the savings 
effected during the season of re- 
duced expense. The moral of this 
is one often pointed to adorn a 
tale in Printers’ INK, that the 
time to advertise is all the time, 
and there is a further moral that 
the way to keep up profits when 
sales are low is not to advertise 
less, but to advertise more. How- 
ever, the circumstances of every 
business must govern its manag- 
ers. I only want to remind peo- 
ple that there is such a thing as 
purchasing an economy too dearly. 





TravE treads on the heels of 
good advertising. 
— +e 
_A SPECIAL press for the produc- 
tion of fine booklets and catalogues 
in all details, from writing to bind- 
ing, is maintained by the J. B. Lip- 
pincott Co., the well-known Phila- 
delphia publishers. A handsome 
booklet, “The Longest-Lived Ad- 
vertisement,” dwells upon the im- 
portance of fine advertising litera- 
ture and indicates some of the uses 
to which it may be put. 
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ROLL OF HONOR PRIZE 
COMPETITION. 


In April, 1903, Printers’ INK 
inaugurated a new department 
called A Roll of Honor. Pub- 
lished weekly in preferred posi- 
tion it lists publications that have 
furnished detailed statements to 
and secured figure ratings in the 
American Newspaper Directory. 
When a publisher has taken tais 
means of showing that he is will- 
ing to let advertisers know how 
many copies he prints, the Roll 
of Honor enables him to keep his 
publication and circulation rating 
before a large body of advertisers 
every week at nominal expense. 
Such service is to be obtained no- 
where else at any price. Another 
advantage is taat a publisher en- 
titled to representation may, by 
simply furnishing later statements, 
show just how much circulation 
his paper has gained during a cer- 
tain period. Change of copy is al- 
ways free of charge. These are 
some of the advantages of the de- 
partment. There are many others. 

$100 will be paid for the article 
which is deemed the best in set- 
ting forth why every publisher 
entitled to a place in the Boll 


of Honor should make use of 
the service. 


$50 will be paid for the second 
best article wanted as above. 


$25 will be paid for the third 
best article wanted as above. 


RULES WHICH GOVERN THE CONTEST. 

(1) The article must clearly set forth 
the terms of the Roll of Honor as de- 
scribed in that heading of the first page 
of the Roll of Honor published in every 
weekly issue of Printers’ INK. 





(2) It must give sane reasons why 
the Roll of Honor is a help to those pa- 
pers entitled to a place in it. 





(3) The author of an article so writ- 
ten must have it published in some sort 
of a publication, either in a display ad- 
vertisement, or as an essay. 


(4) The _“¥ occupied by such an 
article must equivalent to not less 
than five dollars’ worth of space in the 
publication in which it appeared. 


(s) <A marked copy of the paper in 
which the article appeared must 
mailed to the editor of Printers’ INK 
and also a clipping of the same must 
be sent under sealed letter postage 
marked Roll of Honor Contest, 
editor of Printers’ INK. 


(6) As an acknowledgment and a 
partial payment of such service, every 








care 
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contestant will receive a coupon good 
for a cash yom to one year’s sub- 
scription to NTERS’ INK. 


(7) Every week the editor of 
Printers’ Ink will carefully weigh the 
merits of each contribution so received 
and choose the one d d th submitted 
in that particular week. 


(8) The article so chosen every week 
will be published in Printers’ INK, to- 
gether with the name of its author and 
the mame and date of the paper in 
which it had insertion. 














(9) As a further recognition of such 
an article an additional coupon as 
scribed under rule No. 6 will be sent 
to the weekly prize winner and another 
coupon of the same class to the adver- 
tising manager of the paper in which the 
article appeared. 


(10) After the competition has pro- 
gressed what is deemed a far enough 
period—at any rate not later than De- 
cember 9, 1903—it will be closed and 
among the whole number of the weekly 
prize awards the best three- will be 
chosen and cash prizes awarded as al- 
ready stated above, viz.: $100 for the 
best article, $50 for the second best ar- 
ticle, $25 for the third best article. 








(11) | Half-tone portraits of the three 
prize winners will also be published in 
the final account of this contest. 


(12) _This contest is open to every- 
body. There is no limit to the num- 
ber of articles one may submit as above 
stated, and no bar to the publications 
in which they are to be inserted. 





Every young man and woman 
interested in advertising should 
take part, and among the staffs 
of the papers already members 
of the oll of Honor there 
are probably many bright you 
fellows who can write an excel- 
lent article and one that ma 
land one or two of the 

id about Christ- 
rict com 
with these rules must ob- 
served, otherwise entries may 
fail of recognition. 

This competitior offers to ad- 
writers an opportunity to obtain 
publicity in Printers’ INK that 
money could not buy, as well as to 
have their work passed upon by 
the Little Schoolmaster and his 
pupils everywhere. Mere fine writ- 
ing may have less show than 
rugged, homely expression of 
facts. The chief point to be em- 
phasized is why a publisher whose 
paper is entitled to a place in the 
Roll of Honor should secure rep- 
resentation therein. = = , 

If further information is desired 
address the editor of Printers’ 
INK. 
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ROLL OF HONOR PRIZE 
COMPETITION. 


TWELFTH WEEK, 


In response to the contest an- 
nounced on the preceding page 
five articles were received in time 
for report in this issue of Print- 
ERS’ INK. Of these, the one re- 
printed below was deemed the best. 
It was written by H. R. Hulburt, 
of the advertising department of 
the San Francisco Call, in which 
paper the essay appeared on Sept. 15, 
1903. In accordance with the rules 
which govern this contest, a coupon 
entitling the holder to a yearly paid- 
in-advance subscription to PRINt- 
ERs’ INK was sent to Mr. Hulburt 
when the marked copy of the paper 
was received. Two additional cou- 
pons, one to Mr Hulburt and one 
to the advertising manager of the 
Call, were sent in accordance with 
the terms of the competition, after 
the choice for the week had been 
made. Mr. Hulburt’s effort will 
now be placed on file and it will 
have further consideration when 
the time for awarding the cash 
prizes arrives. The article as it 
appeared in the Call follows here: 


Protection for Newspaper 
Patrons in Roll of Honor of 
Printers’ Ink.” 


From the “Little Red School House,” 
figuratively speaking, located at 10 
Spruce street, New York City, Print- 
gers’ INK, known throughout the Union 
as the “Little Schoolmaster in the Art 
of Advertising,” has evolved a plan 
whereby the publishers of newspapers 
may advertise their publications and at 
the same time do so under conditions 
created by Printers’ INK in a manner 
which will protect the advertiser against 
misrepresentation. The plan is embod- 
ied in the Printers’ Ink Roll of Honor, 
wherein no amount of money can buy 
a place for a paper not entitled to it. 

The conditions are as ,follows: No 
paper can secure a place upon the list 
which has not according to the 1903 
issue of the American Newspaper Direc- 
tory submitted for that edition of the 
directory a detailed statement of circu- 
lation, duly signed and dated. 

ith the exception of a few “gold 
mark” publications, so called because of 
the excellent quality of circulation, no 
other papers. can secure advertising 
space in the Roll of Honor, the charge 
for which is 20 cents per line per issue 
under yearly contract, with 1o per cent 
discount if entirely paid in advance. 

The cage ogy to patrons of news- 
papers lies in the assurance of Print- 
Ers’ Ink that certain onerous conditions 
have been complied with by the pub- 
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lisher, who, having space to sell, recog- 
nizes the right of an advertiser to know 
what he is asked to purchase, and pub- 
licly offers him a perfectly clear and 
concise statement of the distribution of 
his paper, which statement is made 
under oath. 

The element of doubt therefore is 
eliminated, and one can enter upon h 
advertising contracts not as a specula- 
tive undertaking, but as a clearly de- 
fined business transaction. 

To the newspaper itself the oppor- 
tunity to gain a wider publicity in a 
manner which carries with it a practical 
endorsement of its worth by a recog- 
nized authority on values is one of 
which early advantage should be taken. 

One feature of the Roll of Honor 
which gives it an added advantage is the 
privilege accorded to a publisher to 
state the growth of his circulation week- 
ly, monthly or quarterly, as he sees fit, 
thus giving in convenient form to read- 
ers of Printers’ INK up-to-date infor- 
mation regarding his paper. 

This plan of Saturess’ INK is certain 
to grow in favor with responsible pub- 
lishers, inasmuch as its promoters are a 
recognized authority on advertising val- 
ues, and the appearance of the name of 
a@ newspaper in every issue of PRINT- 
ERS’ INK as being entitled to the high- 
est consideration on the part of an ad- 
vertiser is certain to bear satisfactory 
fruit. And as a right conception of it 
grows with publishers, the Roll of Hon- 
or, which now comprises 200 names 
of publications of every class—daily, 
weekly and monthly—will doubtless 
grow to a volume of which the origi- 
nators hardly dared to dream when the 
plan was first contemplated. 

The Call is the only morning 
paper published in San Francis- 
co which Ere in the Koll of 
Honor, and it is also one of ** the 
best three dozen daily newspa- 
pers in the United States” as 
selected by Geo. P. Rowell & Co., 
publishers of ** Printers’? Ink % 
and the American Newspaper 
Directory. 

Its selection as one of the best 
36 American newspapers is not 
only the natural outcome of the 
=. ofits management, which 

as gained for it admission to 
the Roll of Honor, but substan- 
tial recognition of the excellent 
quality of its circulation, which 
is contined almost exclusively to 
the homes, 

———_+o+— —- 


_ BUILDING up a business is like build- 
ing a house—you must start at the 
foundation and work up.—White’s Say- 
ings. 





~s2+ 


Pusn your advertising along lines of 
least resistance first. When you get 
well under headway you can afford to 
plunge.—Seth Brown. 


—E 


A ptrect, simple appeal is the thing 
that makes advertising effective. Lofty 
flights of language and gaudy meta- 
phors are too apt to go over the heads 
of the people you are trying to talk 
to. Plain talking in your advertising is 
taken as the precurser of honest dealing 
at your store.—Jed Scarboro, 
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Norg.—Advertisements under this caption are accepted from publishers who, 
escording to the 1908 issue of the American Newspaper Directory, have submitted for 


that edition of the Directory a detailed circulation statement, duly signed and 


dated. 


These are generally regarded the eas who believe that an advertiser has a right 


to new \ what he pays his hard cash 
The 
number in brac' 


black — denote the average issue for the 
ets denotes the page in the American } 


year indicated. The light-faced 
‘Newspaper Directory which con- 


tains the details of the publication's sno. No amount of money can purchase a place 


iu this list for a paper not entitled to it. 


Advertisements under this caption will also be accepted from publications to which the 
American Newspaper Directory accords the sign f°) ©». the so-called gold marks, denoting 


ments under this classifica- 





superior excellence in quality “ ei 
tion, if entitled as above, cost 20 


cents per line wader a@ YEARLY contract, 


$20.80 for a full 


year, 10 per cent discount if paid wholly in advance. Weekly, monthly or quarterly correc- 


tions to date showine 


a statement in detail, properly signed and 


increase of Te can be made, 
dated, covering t 


poe the ublisher sends 
additional period, in accord- 


ance with the rules of the American Newspaper Directory. 


ALABAMA. 
Anniston, Evening or ig! average | oor 


1902, 1,159. Weekly 
First six months, 1908, 8, daily 1, 4 dbs a he 
Daily av 


Birmingham, Birmingham News. 
erage for 1902, 18,488 (34); jirst seven months 
1903, 17,898; July, 1903, 20,1 3; guaranteed. 
Birmingham, Ledger. dy. Average for 1902, 
—— (A). Av. Sor Au Aug., , 1908, 17,586, guar't’ d. 
Montgomery. Advertiser. Advertiser Co BN 


culation for 1902, guaranteed, daily 
@0), weekly 12,841, Sunday 14,625 ao). 


ARIZONA. 
Bisbee, Review, daily. W. B. Kelley, pub 


In 1902 no issue less than 1,250 (46). In 1903 no 
issue less than 1,750. 


Phoenix, pepeitionn. wy 7 average for 1992, 
5,820 (47). Logan & Cole Special Agency, N. Y. 
CALIFORNIA. 

Freano, Morning Republican, daily. Average 
for 1902, 4,644 (67). E. Katz, Special Agent, N. ¥ 
Oakland, Tribune, daily. Average for 192. 
prez (75). Tribune Publishing Company. 
mn Francisco, Argonaut, ony. Aveone: 
ov 1902, ae E. Katz, Special Agent, \. 
San Di n Sun. Daily average 
A. 1902, 2 Fb (80). WH. Porterfield, pub. 
an Francisco, Bulletin. R.A Crothers. Av. 
PA. 1902, daily 49,159, Sunday 47,802 (80). 
San Franet«eo, Call, d’y and 8’y. J.D. Spreck- 
els. Av. for 1902, d y 60,885, S’y 71,584 (8). 


San Jose, Evening Herald, daily. The Herald 
Co, Average for year end. Aug., 1902, 8,597 (86) 





San Jose, Morning soveury, ¢ on pezeuey 
Publishing Go. Average for 1902 6,266 (86 


COLORADO. 
Denver, Post, daily. Post Printing and Pub- 
‘ishing Co. Average for 1902, 82,171 (97). Aver- 
ige for September, 1903, 89,589. Gain, 7,418. 


CONNECTICUT. 
Hartford, Times, daily. W.O.Burr. Average 
for 1902, 16,172 aii). 


Meriden, Mornin, ng Record and Re 
a n Pub. Co. Dy. av. for 1902, 7, 


ew Haven, Palladium, daily. Ar 
suas 5,500 (114). E. Katz, Special Agent, efor 
ew Haven, Union. Av. for 1902, d’y 15,881, 
8 8,825 (114). E. Katz, Katz, Special Agent, N. ¥. 


New Lendon, Day, evg. J Av. 1902, 5,198 (115). 
First siz months 1903, 5,582, Aug., 1908, 5,750. 


Nerwich, Bulletin, in, daily, Bulletin Co., pub- 
lishers. Average for 1! te” 659 (115). Average 
first six months 1903, 1.99 


ublican. 
Zz (112). 








DISTRICT OF COLUMBIA. 
Washington Iv. Star, v. Star 
paper Co. Average for 1902, iat eet 748 (oo) = 


National Tribune, weekly. MeEiroy & Shoppell. 
12 


Average for 1902, 104,59 
DELAWARE. 


Wilmington, Morning News, daily. 
lishing Co., pubrs. Average for 1908 ass. aap. 


FLORIDA. 
Jack ille, Metro daily. A 1 
7,018 a8). Average ‘et 6 mi iat 8 Ee eae.” 


Pensacola, Journal, daily, every morning 
cept Monday. ‘Average for 1902, 2,441 (131). 


Tampa, Morning Tribune. on. M9 Tri- 
bune Pub. Cv. Average for 1902, 5,608 (132). 


GEORGIA. 


Atlanta, Journal,dy. Av. 1902, 87,828. Semi- 
wy, 84,105 (135). Atlanta Journal Co., pubs. 
Lafayette, Walker Co. Messenger, weekly. N. 
C. Napier, Jr., pub. Av. for 1902, 1,590 (144). 
IDAHO. 
B. atge, Capital News, dy. ond, 
Ptg. Co., pub. Av. 1902, 


(51). Av. ist 6 mos., 1908, 4. & Bsee, bod vey. aos 


ILLINOIS. 


Cairo, Citizen, weekly. CitizenCo. Year end- 
ing Dec., 1902, no issue less than 1,000 (161). 


Champaign, pews. In 1902 no issue less than 
1.100 daily and 8,400 er (163), Average 
daily issue for July, 1903, 1,711. 


Chieago, Ad Sense, monthly. d Sense 
Co., pubs. Actual a arora fe ae 1902, Rose (176). 

Chicago, American ourna weekly. 
Actual average for 1902, tise. (167). . 


Chieago, Baker:’ Helper, monthly. H. R. 
Clissold. Average for 1 for 1902, 4,050 © ) (177). 


Chicago, Breeders’ Genstee, stock farm,week- 
ly. Sanders b. Co. Average for 1902, 60,052 
(167). Average first 25 5 weeks, 1 1908, 66,740. 


Chie . Grain Dealers Jot Journal, s.-mo. 
Dealers Company. Av for 1902, 1416 (iO) CID. 


Chicago, Irrigation Age, monthly, D. H. An- 
derson. Average for 1902, 14,166, Gat). 


asonic Voice-Review, mo. for 1 
enor (182). ri66. - 





Ave 
For siz months 1903, 2 


Chieago, Monumental News. mo. R. J. Haigh 
pub. Av. for year end. July, 1902, 2,088 (182), * 


re National Harness Review, mo. Av. 
Pm . 1902, 5,291 (183). First 8 mos. 1903, 6,250. 


Chicago, New Thought, - , 5c. year. 
Ella Wheeler Wilcox, edi itor. Average “4 year 
ing January. 1908, 29,289 (183) Binoe January, 
1908, New Thought prints over 100,000 monthly. 
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Park and Cemetery 


and li Se Gardeni 
mo. Av. for year cading July, 1 2,041 ass, 


Record-. "Herald. 
daily 158,424, Sunday 171, iti,sie (166). 


Ohi. oo daily. Tribune Co. In 1902, 
yA (OO) (166 


for 1902, 


sia weekly. No ads on pat- 
noe 1895 below ,008 (188). ” 
East 8 Lule ——— Gattare, mo. Poultry 
culture | Pub. Co. Ave 1902, 6 87% (192). Av- 
erage first six months 1908, 14,888. 
Evanston, Correct English. How to Use It, m 
Average for’ year ending Oct., 1902, 9,750 (198). 
Kewan Star-Courier ‘ verage for 1902. 
daily 2.410, weekly 1. + +y~ Average guar- 
anteed circulation ily fi or anol 1903, BSes. 
Peorta, Star, eveni Sanger me 
Actual sworn average for 1902 Ee fos, ee (a9). 
Pv ae R ter Gagette. . av. for 1902 
554, s.-wy. 7,052 (223). Ey 150 Nassau. 


INDIANA. 
Evansville, Journal-News. Av. for 108 a’ ef 
11,910, S’y 11,608 } (a4). E. E. Katz, Sp. Agt. 
Goshen, Coo Club, month! ‘men for 
19 B5.bOl Cae MS madiue, as 
housewives smite, 5 


ont "Ketone 








ing. 


‘ews, ay. Hilton U. Brown, gen 
ual ween (250). 
e, pub. 


Lamy of deity. . W st ones ro year 
34, 1903, Babe. 
and §’y. Star Pub. Co. 
y yt, 468,1 Sy 16,585. tno). 
otre Dame, The Ave Maria, Catholic weekly 
a? Average tor 1902, | tor 1902, 25,976 (262). 
Prineeton, Clarion-News, dail 
lishing Co. Average for 1902 for 1902, 1, 


Indianapol 
mgr. Av.for oe 


Marion 
aut ave 
ending 

a Star, d 
oe Feb. 1903, 


cma Pub- 


Richm Evening Item. Sworn a av. for 
poe me for August, 1903, 8, 227. 
Bend, Tribune. Sworn daily ozeuage 
1902, wa Ben (267). Sworn av. for August, 5,71 


IOWA. 
Arlington, News. All home-print My . W. 
F. Lake, pub. Average for 1 for ~~ 


Bart ». Hawk-Eye, dai J. L. Waite. 
Av. for 1902, 6, 818 2). Jui a 1903, 7,018. 


F Giinton, Advertiser, dail on. , vides pub- 

iishers. ‘or iccorded 

largest daily circulation in bas 8 

yimees, av. 1902 6,882, s.-wy. 
eae ‘ “Orr. 


1,527 ( wgraat, 1808, 8,087. 
guar. more than double uble of any Davenport daily: 


Des Moines, Ca tal, daily. dail on ‘ette Y 
iblisher. A when for ‘ie, 24,019 
293). Average for ‘June, 1908, 81,011 
Des Moines. Cosmopolitan Osteopath, m 
ly. Still College. Average f for 1902, 9,666 an). 
Des Moines, News, daily. Aver. 1902, 87,118 
(293). Average for i Seid, 1005, 1903, 42,828. z 


rect ne - av. tat @ mia av. 1902 8,71 


eons. 
pen (315) 6 months 1903 4,1 


Courier. Dy. av. av. 02 4,491, s.- 
eens wr 7et 6 moe. Lata = + 8-WWY. Teel. 


Sheldon, Sun, d’y H. A. Carson. 
Average for 1902, d’y y ase, vw y 2,544 (323). 


Ghoventesh, Sentinel, tri-weekly. Sentinel 


Publishing — for on 8,681 (323). 

of ABT aia. a or dug 19,606. 60s. 
ooad . dye av. {er i. 5 

tts big, virgin virgin field. iW2 avers average ra by ce. 





RANSAS. 

Atehison, Gate, oui. Howe. (334). 

Offers to prove 5. ae AN - 1908, 
or receipt any advertising OM 

A ey Appeal to Reason, week! a A. Way- 

d. Average for 1902, 1902, 195,809 ¢ 

Hutchinson, News, d’y anc d’y and w’: ra durin 

1902, no issue less lesa than 1,020. 1 p20 (946 E. Ratz, N ov 


ka, Western School J. emai educational 
ana y. Average for 1902, for 1902, 8.116 (362). 


edhe Saving? la fe PSS 
KENTUCKY. 


p nererpert, Breckenridge N weekly. J. 
», Babbage. Average for 2.248 (358 ¥ 


Le Leader. Av. ~~ 1902, d’y 2.388, 
wy 2.8 oS 4,008 (373). E. Katz, 8: . oN. Y. 


Poduesh, Sun. ay. j= Pupllhieg Go 8 fe 
e or —a ~~ ene, me, tS ). 
p~ $a y po 
LOUISIANA. 


New gy item, 4 R. M. De 
publisher. Ave r year ending June, 1902, 
16, 259 (387). Omelal jal Journal city New Orleans. 


New Orleans, Louisiana Planter and 
Mfr, wy. In 1902 u0 ) dasue less than 8,000 


a Southern Buck, official official one of Elkdom 


nholme, 


n Louisiana and Mississippi. Av. 02, 2,866 (388). 
SSAINS, 
Augusta, Kennebec J d’y and w’y. 


yrrers a’y, 1902, 4,719, peo x 188 (391). 
gor, Commercial. Average for 1902, daily 


z Biers weekly 29,012 (392). (392). 
faton. Evening Journal, dail 
5.255 (@@) Oo). 
. J. W. Brack- 


Lew’ 
for 1902, 6,640 ( (©O), weekly weekly 15, 


Bt — Maine Woods, week!: 
ett. Average for 1902, 02, 5,416 ¢ 


Portland Evening Expres Express. Avera for see, 
daily 11,18 81, Sunday Telegram 7,6: 


MARYLAND. 
Baltimore, Hows, dol ay: Evening News Pub- 
lishing Co, iiess 402). Janu- 
ary / to , S, 1908, 44, 


MASSACHUSETTS. 
Boston, rents Transcri (412) Boston’ 
tea table paper La ——hhaeatans eae. 
Beaton, Globe, ave: 
Daily, 196,579) dvd 
First 9 mes 1903, di nay 


roulatio 4 o- New 
Advertisements 
editions for one 


"876.296 412-413). 
292, Sy. 297,282. 
lew Engla: 


in morning and afternoon 
ce. 


New & 


., monthly. 
R.--1™, .» pubs. 


21,580 (4). 


ay. Roman Catho- 
(@o0) 


or ol ine ee Be tase 
ug., . 
. Mm, Or a. Tt in Go 


nd 
_Average 1 

Boston, Pilot, every ery Saturd 
lic. Jas. Jeffrey Roche, editor. 

Boston, P. 
413). “4c. Sor 
$oe: Largest p. 


oston, Traveler. Jn H. Fahey. Esta! 


18%. Actual daily i tebe ais 
For, first six ‘monthe 190: 190: 1908, £6,409 ee - 
Danvers, Red Men’s Officis Official Jou monthly. 

Andrew Paton, 


H. pub. Average 1 2,7 
(4%). Only official ‘paper for 300 360,000 members. 
East Northfield, Record of Christian Work, 
mo. Av.for yr. end’g March, 1908, 20,541 (4%). 
Gloucester, Daily Times. Average for 1902, 
6,247 (427). First seven months 1903, 6,629. 
(Continued on page 22.) 
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Increase Your 


BY SPENDING MORE 


Business IN THE BOSTON GLOBE! 


THE CIRCULATION OF THE BOSTON GLOBE 
FOR THE FIRST NINE MONTHS OF 1903 WAS 


DAILY GLOBE: SUNDAY GLOBE: 


195,292 297,232 


This being the largest circu- This being over 100,000. 
lation of any two-cent paper more than that of any other 
in the United States Boston Sunday newspaper 


THE CASH RECEIPTS OF THE 


BOSTON 
GLOBE FROM CIRCULATION FOR THE FIRST NINE 
MONTHS OF 1903 SHOW A SUBSTANTIAL INCREASE 
OVER THE SAME NINE MONTHS OF ONE YEAR AGO 


The Boston Globe, Si," The Boston Globe, 
publishes THOUSANDS daily and Sunday, pub- 
MORE Want Ads every lishes many columns 
week, every month, and MORE Display Ads 
every year than any than any other Boston 
other Boston newspaper newspaper 


renee Globe Readers 
Some Answer Ads 
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Lawrence, Telegram, daily. Tel Pub- 
lishing Lo. Average for 1902, 6, TO (428). 
Pa — Little Folks, m aya 8. E. 
Cassino. Average for 1902, 7 Fb, 0 (434 
Springfield, Good Housekeeping, mo. Av; 


for 1902, 108,666 (436). For year end. April, 
1903, 119,000. Au advertisements guaranteed. 


Worcester. Evening Post, daily. 
Post Co. Average tor 102, 10,55 
MICHIGAN. 

Adrian, Telegram, dy. D. W.Grandon. Av. for 
1902,1 — (440), Av. frat 6 mths. in 1903, 8,688. 
Detro Free Press. Average for 1902, daily 
41 "Sha. Sanaey 51,260 (450), 


Detroit, Times, ety. gpotrolt Times Co, 
erage for 1902, 27, GT (459), 





Worcester 
(439). 





Av- 


Gra Rast Evening Press, dy. Ave’ 
for 1902, oe) 6 (456). First 8 mos., 1903, 86,184. 
Grand Rapids, poral, daily. Eugene D. 
Conger. Average for 1902, 20,156 (456). Only 
—. — monty Sunday uper bo city ‘oF 
en. cone doet oignt months 
this yen 008. A lea rete 4 cents per 
line now—will be increased January, 1904. 


Jaekson, Prees and Patriot. Dail 
1902 5,082 (461); for July and Aug., 1 


Hofemense, Brening Telegraph. pees ~~. 
“is, for 1902, y Ses, semi-weekly 7,5 
ee? fa4*'- Of 1903, daily Sboo 
semt-weekly 8,840. 





584 


naw, Evening News, daily. Ave for 
848 (473). September, 1908, daily 12,889. 


Saranac, Advertiser, week! H. T. Johnson. 
No issue in 1902 less than 2,00 (474). 


MINNESOTA. 


Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual average 1902, 62,208 (498). Act- 
ual average July-October, 1903, 74,888, 


Minneapolis, farmers’ Tribune twice-a-week 
W. J. Murphy, pub. Av. for 1902, 74,714 (496), 


on inneapolia, Journal, dail Journal Print- 





ng Co. For 1902, — (495). 
“Binecapeta culturist, s.-mo. Feb., 
03, 78,168 (498). ni guar’d, 35c. agate line: 





Northwestern Miller, oe Miller Publish- 
ing Co. Average for 192, 4,200 (© ©) (497). 


Minneapolia, Svenska Amerikanska Posten, 
weekly. Average for 1902, ee Hote 


Minneapolis Tribune. V b. 
Averace for. for 1908, “day, eacate 2 tise), Bun: 
erage to 1903: 


day. aoe: 30th, 

Daity i $22, aesalty 61,057. Est. 1867. 
The only! in noomitie ww be, listed in the Amert. 
can Directory that 
te ctroulation down to 
date in Re OF Honok, or else- 
wi mene pre vey in both 
morning and seuenene itions for 
one — one is one 4 

od nine 
ciroulation ‘oF yf which bee. 

lutely nmmanteall by the Dir the Di 


Minneapolis, Western ts devoted 
Western interests. Av. for 1902, 10,000 (000). 


St. Paul, Dispatch, dy. Aver. 1902, 49,052 

6): Present aver. 58,181. ST. PAUL'S Pap. 
ING NEWSPAPER. 

St. Peni, News, d Aver. ame 80,619 ). 
itmmaoe..C 


St. Paul, Pioneer-Press. Daily average for 
1902 + an Sunday 80,986 (506). 


pe nepeblican and Herald, daily. —_ 
age ison we, 880 (512). Av, past 6 months, 4,10) 





ews 








MISSOURI. 
Carth Press. Daily average for 1902, 
1,411, weekly 2,880 (630). Ww": Sewall, pub. 


Joplin, Globe, daily. “Aver for me, 9,414 
(541). ZH. Katz, Special Agent, New Yor 


Kansas City, Journal, d’ 


and w’y. Average 
for 1902, daily 56,876, week 


YY 161,109 (641). 


Kansas ae § Otay tt Implement Trade J'rn’l. 
Av. Aug., ’02. ). Av. é mos. '03, 9,895. 

Kansas City, World, on, Xt aver, 1902, 62,- 
978 (642). First 6 mos. 1903, 61,68 


Mexico, Amerions bs and Orchard, agric. 
and hortic., mo. pe for 1902, 4,888 
(549). Actual aver. May, June, July, 1903, 15,667. 


St. Joseph, Medica) Herald, month'y “fedical 
Herald Co. Average for 1902, %,4%5 we) 


St. Joseph. 300 8. 7th St,. Western Fruit Grow- 
er, m’ly. ver. for 1902, 28,287 (557). Rate séc. 
per line. Circulation 80,000 copies guarant’d, 


St. Loula, Medical Brief,mo. J. J. Lawrence, 
A.M.,M.D., ed, and pub. Av. for 1902, 88,058 (563). 


St. Louis, The Woman's M 
Women and home. Lewis ba 














ne, monthly. 
foe aaa aver- 


age for 1902, 908,888. A 
Sor rat 9 mos. in 1903, + utp Comenenctng 
wish o a NS, are, es ty do to exceed 
es—full count. rgest ci 
oa en 0 copies. ful in the world, 
MONTANA. 


onda, Standard 1902 
11 204 ¢ (812). MONT NA’s BEST NE WePaPER. 


Butte, Inter- Mountain, daily. Inter-Mountain 
Publishing Co. Average’ for 1902, 10,101 (573). 


Meiona. Record, evening. Record Publishing 
Co. wesege Sor r 1902, 7,974 (574). Average Jan- 
uary tt lay 3st, 1903, 10,209. 

NEBRASKA. 


Lincoln, Deutsch-Amerikan Farmer, 





week! 





(890). Av. for year end. April 30, 1903, 144,554, 
Lincoln, Freie Presse, week! oe. Average 
Sor year ending April 30, 1903, 1 554. 





i inecoln, Western Medical meiants mo. Av. 
endg. May, 1903, 1,800. in 1902, 1,660 (591). 


Omaha, Den Danske Pioneer, wy. Rophs us F. 
Neble Pub. Co. Average for 1902, 28,478 (504). 


Omaha, News, daily. Aver. for 192, 82,777 
(604). First ¢ mos, 1903, aver. 89,068. 

NEW HAMPSHIRE. 
Manchester. News, any. Herb. N. Davison. 


aveseay & - 1902, 7,500 \. 
¢& Stuart, N. Y. Rep., 1460 Nassau St. 


‘NEW JERSEY. 


Asbury Park, Press dy. J. L. Kinmonth, 
Act. av. year end, July 3/, 98, ’08, 8,702. In 028, | me. 








Elizabeth, Evening Times. Sworn aver. 1902, 
8,885 (616). 6 mos. 1903, 4,288. 
Elmer, Times, weekly. 8, P. Foster. Average 
for 1902, 2, 2,085, 6! (616). “ we 
Jersey Clty, Evening Journal, dy. Average 
for 1902, 175 ‘2 (619) et 6 mos. pier 8,407. 
Jersey City, Sunshine, mo. J. Floridy. 
Aver. for year ending Jan., 1903, 81,500 (426). 
Newark, Evening News. Evening News Pub. 
Co. Av. for 1902, dy. 50,406, Sy. 15,915 (621). 
Newmarket, Advertisers’ Guide, m Pankey 
Day, publisher. Average for for 1902, bt Oat (623). 
Plainfield, Daily Press. J A. L. Force, publish- 
er. Actual average for 1902 2,582 (625). 
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NEW YORK. 


Albany, Journal, evening. Journal Co, Av- 
erage 1902, 16,109 (634); (634); present, 18,897. 


Albany, Times-Union, every evening. Establ. 
1856. Average for 1902, 02, 25,2 4 (635). 


Binghamton, Evening Herald, daily. Evening 
Herald Co, Average for 1902, for 1902, 10,891 (638). 


te Courier, moraine » Enquirer, even- 
nners, verage for 1902, morn- 
ing’ a8. 818, evening ¢ 80, 401 (641). 


ning Evening Leader, daily. Average for 
1992. 1.0 4 (647), September, 1903, 5,955, 


Elmira, Ev’g Star. Av. for 1902, 8,255 (651). 
om teed vit or personal é nvestigation. 
Leith & Stuart, N. Y. Rep., 150 Nassau St 

Ithaca, News, gai, ithaca Publishing Co. 
Average for 1902, 8,116 (658). Av. for Aug , 1903, 
4,281. Leith & Siuart, N.Y. Kep., 160 Nassau St’ 


Newburgh, News, dy. Av. for 1902.4,257 (666). 
Guaranteed by affidavit or personal investigation. 
New York City. 

American Engineer, my. R. M. Van Arsdale 
b. Av. 1902, 8,816 (681). 


pu Av. 10 mos, '03, 8,745. 
American Machinist, w’y, machine construc 
(Also European ed.) Av. 1902, 18,561 (@ ©) (670). 


Amerikanische Schweizer Z Zeitung, w ef Swiss 
Pub. Co.,62Trinity pl. Av. for 192, 15,000 (671). 
Automobile Magazine, ry 4 , Sates 
Average for 1902, 8,75 
Baker’s Review, month] w. r§ oo 
publishers. Average for 1902, 8,0 58 (688). Jo 


age for first six months end. eee 34, 1903, 4,416, 
Benziger’s Magazine, family monthly. “hagnat 
ziger Bros. Average for 1902, 28,479 ( 


Caterer, monthly. Caterer Pub. Co. se 
Clubs, and high-class Rest.). Average for year 
ending with August, 1902, 5,888 (687). 


Cheerful Moments, monther. Geo. W. Willis 
Publishing Co. Average for for 1902, 208,888 (687). 


Clipper. weekly. Frank Queen Pub. Co., Ltd. 
Average for 1902, 26,844 © ©) (673). 


Reltgentes, faaaton Ay ory Pub. Co. 
Ltd. 1872, 902, 721,909 (688). Act. ae. 
circ’ % 6 ~# +, wndlg June, 1903, $76,987. 


Electrical Review, weekly. Electrical Review 
Pub. Co. Average for 1902, 6,212 (@ ©) (674). 

E Journal, weekl 
Est. 9, (© ©) (674). 

Forward ois. Forward Association. Aver- 
age for 190, 81,709 (667). _ 

Frank Leslie’s Popular pular Monthly, Frank Leslie 
Publishing House. Actual a for 1902, 204, = 
(690). Present average, 229,100 copies per mon 

Hardware, eect? 1008, B. 868 eee for 1902, 
8,802 (683); ‘rst half 1908, 9,1 1908, 9,862. 

Morning Telegraph, dail: h, dail Deity ie mee 
Co., pubs. Average fo. Por’ 902, 88,228 


Music Trade Review, music trade and art week- 
ly. Aver. for 1902, 5,452 (677). 


neering and Minin 
366. Average 1902, , 10, 





Pharmaceutical Era, weekly, pharmacy. 
Haynes & Co., pubs., 8 Spruce street. (© ©) Rae, 

Pocket List of Railroad Officials, aly Railr’ds 
& Transp. Av. 02, 17,696 (702) ; 103, 17, 992. 


rm Chronicle, weekly. Police Chronicle 
b.Co. Average for 1902, for 1902, 8,650 (679 ). 


Prater Ink, werkt! A ily. A journal fo for gavertte- 
Rowell 1888, 
yh Dale sr 1908, 15 18.987 ( 1.987 (679). 


Railroad Gazette, railroad and engineeri 
weekly. 83 Fulton street. Est. 1856. (@@) (680). 





The Central Station, month, Cushing 
Jr. Av. for year ending ding May, tin 5.08 (687). 
The Iron Age, weeety. See 


For more une Boe. 


(676), 
tu palliation ¢ in the KevduSre Ore tron eration the Yea 
pa metal t : 


Printers’ Ink awarded a sterlin sheer Sugar 
Bowl to the Iron Age, neared as follows 


‘master 
“ Advertising, to The Iron Age, 
“ that paper, after a canvase- 
one on merits extending over 
iod of ten Foeeey | hav- 
edt the one trade paper in 





serves its purpose as 
* tion with specified clase.” class.” 

The New York Times, daily eis. Adotph 8, Ochs, 
publisher, 1902 A (@.©) (660) 

Wiilshire’s Magazine. ine. Gaylord Wilshire, ed., 
123 EK. 23d St. Aet. av. ‘ending Sept , 1902, 46,000 
(1088), Actual av. Sirst eight 1 ight mos., 1903, toe aae. 

Rochester, Case and Comment. mo. Law. 
for 1902, $0,000 (715); 4 5); 4 years’ average, S0,186: 

daily. A. N. Li ° 
Average for 1902, pOoF 097 18). ‘Average Jor the 
month of August, 1903, 03, 18,01 


Utiea, National Filcctrical Contractor, mo. 
Average for 1902, 2,292 

Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 102, 18,618 (723). 


Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher. Average f for 1902, 8,4 8 (72). 


Whitehall, Chronicle, wee me Inglee & Tefft. 
Average for 1902, 4,182 (726 


NORTH CAROLINA 
Lexin, om, ay wy. In 1902 no issue ~ 
than 5, ). ‘Aver. first 8 mos. 1908, 6,800. 
WORTH DAKOTA. 
Grand Forka, Normanden, weekly. Norman- 
den Pub. Co. Average for 19 for 19%2, 4,8 869 (744). 


Herald, a v. for "8, 4.759 (74a). 63 . end. 
July, °03, wikes’ La Coste & Maxwell, N. Y. Rep. 


OHIO. 
Ashtabale, Amerikan Sanomat, w’y. Aug.Ed- 
wards. Average for 1902, 8,558 (782). 


Seheneetady, G 


Cineinnati, Enquirer. Established 1842. Daily 
(© ©), Sunday (© ©) (761). ) 761), Beckwith, New York. 


Cincinnati, Phonographi 
Phonog. Institute Co. Av. Mor 162, £0,108 (0) 


Cincinnati, Trade Revi Review. m m’y. Highlands & 
Highlands, Av. for r 1908, 8,5 584 (765). 


Pw my Times-Star, ay dy. Cincinnati Ti 
b. Co aver. Jor 1902, 148.918 Ge. 
v4 an toded six months 1903, 147,60: 


Cleveland, Current Anecdotes 
Mag.),mo. Av. year end. Sept., 1902, 1 


pacientes, 
Printing Co. 


Columbus, —L - 
publisher. Average for 


Dayton, News, daily, Ne 


Preachers’ 
87 (768). 
Aetaal av. for an for 190n, S489 CIOS 
Pe EL. Moon, 
News nrnallh Co. 


Average for 1902, 16,520 (773). 

ld, Farm and 
sSaeatels Devs m4 Pectin ceria 
811 Sor frst sia 


-220 ( 
months, 1908, $40,875, 
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A Roll of Honor—Continued. 





‘’s Home Com ion, 
1873. Actual av. for 1902, 


eld, Woman _ 
386 OO crud average for first siz 


11008, BOE, 186. 


pg Medical and Surgica 
— average 1902, “10,917 (802). 


Saneeeee. 
Guthrie, Oklahoma State Ca; 
Average 


| Reporter, mo. 


for 1008, dy. 18,806, vy. 81,808 GIS), 
OREGON. 


Rosenberg. Finnish, 
wolty eh verage 1908, 1,698 ys a 


"Forts rete mon ae ing, Telegram, 0a, Noises am. 


er, semi-mo. x gear 
aan. io0s, 8,808; firsts mos, 1908, 4, 12. 


of Washington. ington Ad Tor 190k, 6,040 (625) 
VERRSTLY ANIA. 
die Ae. a0 ro. 


mame of The american Home Com, 


AY. year 
This pa was former- 
supers wana Ferner. | 


tre Democrat, wy. A’ PF 
1908, nese rity es First siz months 1903, 8, 
Perry tae "The = Cow be aes 
mn, 5,265 a daily 
bine les b ates 


daily. A for 1902, 10,645 
oR aE i ae ee 


Pw » Tel , dy. No issue - year 


Feb., "less } (847). wr 
ond: July,” "03, 9,429. os 150 aga 
1003, 16,882. 


hia, American M 
Frank V. 





Philade! 
tor 1908, 19. BBE (808). de. March, 1008, 
Petodstghta, Come, 
Chambers. Average for 1902, “Enz? (871). 
aidiieeees Farm Jour Journal, month! 
mer Atkinson mpany, publishers. 
fer Sees ™ Printers’ Ii 
the seventh Suga: 


. Wil- 

verage 
awarded 

ok oa Journal with this 


ers me 25th, 1902, iA 
“ Printers’ ‘The 

«: pohoolmasior the the it of 
“ Advertising, to the Farm 
* Journal. After a canvassing 
“of merits 


Those puta “inthe © ayo Pei 8,245 


“asan di yioulte. 
and ao ay ot —T economt- 
‘or communtoating with them, 


« faromoh dee tising columns. 


ooenteighic, Pu Puos Oo) Go.” daily. Adolph 


Pitiedeiphte, een 
w’y. 1306 Archst. Average for pe asta (68), 


tee! Reese, 
ress Asso., Phila” 
ite, The 


d. ex. 8. Ayereas for ror ieee, 





Philadelphia, Sunday 80 Sis a 
, 1903, 108,057. Religious | 


Philadelph 
Bulle 
sworn, i 


Jgures. 

Pifindapia 

. DELPHIA NEARLY EVERYBODY 
READS THE BULLETIN. 


Onter 581 


. Actual av. for ( 
issue 


Norfolk, Dispatch, daily. Da 
i; | 19085098 (DO). dug. 008, S49. 


Pittsbu 
67,842 (875). 


Pit pret es Gazette, d’ 
1902, 60,22 ). Sworn 


» Chronicle-Te raph. Aver., 1902, 
Sworn < fen i 








and Sun. gyetina a’y 
latem’t on application. 
Pha = i902, oe ort Yire). si ae Kh re ote 

verage for , 59, verage firs 

months 1903, 64,871 

Washington, —— daily. John i Stew- 

art, gen. mgr. Average for | for 1902, &, 857 (889). 


Weat Chester, Local Net q 
Hodgson. Average for 1902, for 1902, 15,086 890). 


York, Dispatch, dail eek Publishing 
Co. average for | 1902, 7,801 ¢ ). Average for 


May, 1903, 
RHODE ISLAND. 
Prov Daily Journal, fhe ) 
Sunday east qo Bee Ste . 
» average 1902, Vidence , t- Co., pubs. 
SOUTH GARGEINA. 
Columbia, State, daily. ‘o., pablishers. 
average for 1902, 5,777 (ooi), aa ally & erage for 
he first five months of 1903, 6,800 a— 


SOUTH DAKOTA. 
publishers, Actual or AtF ante wee cy A average rorninee t's 5,8 9 
9 August, 1903, 9, 487. 
TENNESSEE. 


Gallatin, Lye News. In 1902 no issue 
less than 1,850 elgg tanaleg oo 


ile, wt 
recip "average ge ot months 120, pio. kx 
ly 27,5 


Ww. . 


(896), 


mphie, Commercial Ap 
nee 


E~ seat, 
r te ob 18 19,0 OTB O) cally. ay. tr hs 
'e v. for June, 4 es 
'y Nashi ville d'y eligible to’ Roll of Honor 

sade file, Christian Advocate. 
& Smith. Average for 1902, ras ty FN 


EXAS. 
Dalias, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average f for 1902, 1,000 (944). 
weet. ke Denton Co. Recs Record and Chronicle, 
Edwards. Av. for 1902, 2,744 (945). 


El Paso, Herald, daily. Average for 
(946). EB. Katz, Special Agent, 


Gl 
m » 3 Sun. 


year 





1902, 
New York. 


Le P Chronicle, weekly. G. E ‘ae le, 
publisher. y * for 1 1902, 1,829 (964 sx 


anaes Advocate, dy. W.N. 
issue less than 1,150 (959) ; 


UTAH. 
Ogden, Standard. Wm. Glassman, pub. Av. 
for 1902, daily 4,028, semi-weekly 3.061 (970). 
VERMONT. 
ave, Times, é Ly 5 F. E. nthe hae a 1902, 


VIRGINIA. 


. Furey, pu 
‘May, 190s, ek a 


2,t54 4 ot). 


average for 
WASHINGTON. 


i? 
kane. wr Frank 
ap Fad Py Average for rage for 190m, St 5.886 (900 * - 


. 4 . ebeaios 


News, dy. Daily News Pub.Co. 
ete be a, Daly Kew 18,008. 
1902, 10,986; &y.. 


i et Av. 7 mos. 1903 





14655 wy. 3 ait 
12,500 
C. by 


KO Beckwith: rep, Pritune Bhaoe ry eee. 
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(A Roll of Honor—continuea.) 


WEST VIRGINIA. | , Victoria, Colonist, daily. Colonist P. & P. Co. 
Parkerebarg, Sentinel, ot. ‘2 Hornor, | Avennge Ser tems, 8,574 ( ena 


pub. Average for 1902, 2,804 | MANITOBA, oan. 
























Pui, News, d’y and 8’ fie Pub, Co. | Winni Der Nordwesten, G 
yorage for 1902, d’y 8,026, S sty 8,805 (1011). | Average POF 1902, 8,161. ‘st 9 ne, .. 1908, Lead 
WISCONSIN. | Winnipeg, Free Press, daily and week 


Madison, Ameri weenie. Amerika Pub- (i064), Onily, first ote “Tbeal,. weekly 16.084 


lishing Co, Average for 1902, 9,496 (1026). ; 
Milwaukee, Evening Wisconsin, daily. Evg. NOVA SCOTIA, CAN. j 





Wisconsin Co. Av. for 1902, 2, 20,748 (O00) or | Walifax, Herald, Evenin f Mail, Homestead. 

Milwaukee, Journal, daily. Journal Co., | Combined average for 1902, 12,881 (1060). 

end. Bob 103, 8By4¥ (020). Sept, 84,004. | ONTARIO, CAN. 

aati Northwestern. daily. Av. for 1902,| Toronto, Canadian Implement and Vehicle 
5,902 (1036). First 4mos 193, 6,270. | Trade, monthly. Average for 1902, 5, 250 (1087). 

Raeine, Journal, dai'y, Journal Fentiog Co.| ‘Toronto, Star daily. Ave Average for 1902, 14,- | 

a siz months to July 1, 1903, 8,706. 161 (084). * First six months 1908, 20,096. 7 | 

msin Agricuiturist, w’y. Av. for 1902, { 

27.518 (1099). ee, edg. July 3, 1903, 80,200. QUEBEC, CAR. 


Montreal, La Presse. Treffi 
Waupaca, Post, weekly. Post Publishing Co. | jisner. Actual ave om 
Average for 1902, ,588 (104) Average to Sept. ist, rage 2, 0). P 


BRITISH COLUMBIA. Montreal, Star, dy. &wy. Graham &Co. Av. 
Vancouver, Province, daily. W. S , Saal, | c=, dy, 55,0 078, wy. 121. »418 (1098). Six mos. 
publisher. Average for 1902 987 (05 end. May 3/, '03, dy. av. 55,147, wy. 122,157. 








gaF-No Amount of Money 





(a ~ can buy a place in this 





Me list for a paper 





BF not having the 





§@F requisite qualification. 
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A JOURNAL a ADVERTISERS. 
Issued every Wednesday. Ten cents a 
copy. ee tar price, five dollars a_ year, in 
vance, dollars a hundred. No back 


numbers. 
Being printed from plates, it is always = 
sible to leone a how edition. of five hundred co; 


su 
ERS’ Ink for the e benefit of adveg. ns may, on 
saposton, obtain special contident.al terms. 
(@ If any person who has not paid for it is re- 
bow PRINTERS’ INK it * aap some one has 
bed in his name. Eve = Pag stopped 
at the expiration of the time cad 


Cuar.es J. go 
Business Manager and Managing Editor. 
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London Agent, F.W. Sears,50-52 Ludgate Hill, E.c. 
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Retail advertising must be writ- 
ten in harmony with the character 
of the business. There is some- 
body in every successful business 
that gives it character. It may or 
may not be the manager. In one 
very successful concern it was an 
old maid sister. She had a great 
influence on her brother manager, 
and he seldom went contrary to 
her ideas. 

* * * 

The business that has weathered 
the storm and become firmly es- 
tablished has a peculiarity, a char- 
acter, that has found public ap- 
preciation. The advertising man 
called to serve such a concern 
will be wise if he studies the par- 
ticular business. Each one is an 
original problem. Of course, if 
our new ad man is to be the 
“whole thing” and is allowed to 
dominate the entire concern, he 
can do as he pleases—an unusual 
condition, but the right one under 
certain circumstances. 

Ok 


As a rule he must voice the 
Sentiments of others. His best 
work is accomplished when he 
tells the public just what they will 
find in the store. In so doing he 
can safely subordinate his own 
style or methods and endeavor to 
intensify the settled policy of the 
house. If it is a price concern 
he can talk price. If the business 
was built up on quality, then too 
much price talk is unwise. The 
advertising man who thoroughly 
understands his firm has. accom- 
plished a great deal towards mak- 
ing his work effective. I will leave 
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it to the judgment of every stu- 
dent of advertising if the best ad 
vertising he knows of does not 
bristle with the particular style 
and character of the firm using it. 
* * * 

Machine made advertising is not 

much good. 
* * * 

Remember that every store gets 
pay for service as well as goods. 
lf the store is dirty, badly man- 
aged, and an unpleasant place in 
which to trade, the public pay very 
little for service, because they get 
little service. They will pay more 
money for the same goods amid 
pleasant surroundings—more on 
account of the good service. Then 
again, the public will pay more 
money to be sure the goods are 
right or will be right than they 
will when they have to take 
chances—more for the same goods. 
Anybody can cut prices, but it 
takes good salesmanship to sell 
goods ata profit. The firm should 
employ an ad man who can sym- 
pathize with their policy. If it is 
a bargain counter concern they 
need a bargain counter ad man. 
If it is a high-class house, giving 
good quality and perfect service, 
their ad man must be able to ap- 
preciate such conditions. More 
than this, he must be able to prop- 
erly estimate the fine points that 
give the firm character, and write 
accordingly. Many merchants hes- 
itate about employing an outside 
man because they are afraid he 
will do more harm than good. 
And for the reasons above stated. 
Of course the ad man may be 
brighter and better informed than 
any one else about the store. If 
so, he can set the pace, be the 
boss—if the owners don’t object— 
but the successful concern has but 
one head, and unless the ad man 
is to assume the entire responsi- 
bility he should content himself 
with first learning exactly the 
character and policy of his firm, 
and second, govern himself in his 
writing so that its character is re- 
flected in his advertising. The bet- 
ter the character—the more popu- 
lar and sensible—the better will be 
the advertising. It is not a diffi- 
cult matter to write good adver- 
tising for a good firm. 
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FoLLow up your inquiries thor- 
oughly. The best customers are 
sometimes the hardest to secure. 


In the preparation | of advertis- 
ing matter, common sense is a 
more valuable equipment than is 
a brilliant intellect. 











THERE is considerablé humor 
and even a bit of pathos in this 
want ad from the Republican, 
Springfield, Mass. : 


HE last boy we hired was sent on an errand 

at 8.50 Ry f morning and has not yet re- 

turned. W a boy to do that same errand 
—and come THE F. A. BASSETTE CO, 


Few dailies in New York State 
have so clear a title to entry in 
the Roll of Honor as the Syracuse 
Evening Herald, which bears fig- 
ure ratings in the American News- 
paper Directory from 1895. The 
daily average for three summer 
months of 1903 is given as 32,127, 
or a slight gain over the average 
for 1902. Gains for the Sunday 
Herald are more marked, the pres- 
ent average being 32,645, as against 
29,009 for the previous year. These 
figures are net circulation. 





AMONG the recent additions to 
the Roll of Honor is the Montreal 
La Presse, which asserts the larg- 
est circulation in Canada without 
exception. Its rating for 1902, ac- 
cording to the 1903 issue of the 
American Newspaper Directory, 
was an actual daily average of 
70,420 copies. According to the 
Roll of Honor the actual daily 
average to September, 1903, was 
75,075 copies. The case of La 
Presse forcibly illustrates the prac- 
tical advantages of the Roll of 
Honor. 





THE Columbus, Ohio, Press 
makes good use of its rating in the 
Roll of Honor, printing a fac- 
simile of the column containing its 
card, together with the phrase, “No 
amount of money can buy a place 
in this list for a paper not having 
the requisite qualification.” The 
whole forms the leading portion of 
a neat folder in which are also 
printed a statement of circulation 
for the year ending with June, and 
the article on the Columbus news- 
paper situation published in Print- 
ERS’ INK July 8, 1903. 
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Let cheerfulness and courtesy 
attend at every counter in your 
store and keep good advertising 
constantly employed on the outside 
if you’d win success for a partner. 


J. C. Crarke will join the Ells- 
worth forces at Buffalo within the 
next week or two. It is said that 
he will have charge of a new cof- 
fee proposition, which Mr. Ells- 
worth will add to his Force, H-O, 
Presto and other interests this fall. 
Judging from Mr. Ellsworth’s pol- 
icy in the past, the introduction of 
this new food product will mean 
liberal advertising. Mr. Clarke is 
well known in publishing and ad- 
vertising circles imthe East. For 
a number of years he has been in 
charge of the advertising depart- 
ment of the Baker-Merrill book 





publishing house in New York 
City. 
Sam W. Hoke, the billposter 


who begins his name with a dollar 
mark, and who is now doing busi- 
ness as a sign and poster maker 
at 630 West Fifty-second street, 
New York, has brought suit 
against the Associated Billposters 
and Distributors of the United 
States and Canada, claiming $60,- 
ooo damages on the ground that 
the association is a trust, operating 
in restraint of trade, and that he 
has been damaged that much. The 
suit is brought against the associa- 
tion’s treasurer, A. B. Beall, Sioux 
City, Iowa, and will be tried in the 
United States Circuit Court of 
New York City. 


IF you are a subscriber 
to Printers’ Ink note the 
last page of this issue. 
Send in a few names of 
persons who would be in- 
terested in reading the 
Little Schoolmaster. 
Three consecutive issues 
will be mailed to such 
parties as sample copies. 
If you don’t like to tear 
the page off write a postal 
card. 
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It’s a good ad if it attracts the 
reader’s eye and inspires the wish 


to buy. 


Four recent productions come 
from the Matthews - Northrup 
Works. First is a souvenir book- 
let made for Kyrle Bellew’s play, 
“A Gentleman of France.” This 
is simply and handsomely printed 
in large type, with decorations in 
two colors and reproductions of 
excellent photographs of the play 
and its leading people. The text 
consists of a sketch of Mr. Bel- 
lew’s life and a description of the 
play. ‘“ Winter Homes in a Sum- 
mer Land” is a fine folder issued 
by the Southern. Railway, describ- 
ing the attractions of Florida, Vir- 
ginia, Tennessee, Kentucky, Geor- 
gia and the Carolinas, giving de- 
tailed lists of hotels and boarding 
houses in every city, town and 
village reached by this system. 
“Nassau, Bahamas and the Florida 
East Coast” is a fine illustrated 
folder for the Florida East Coast 
Railway, and the fourth is an il- 
lustrated catalogue of the various 
publications comprised in Mr. Dan- 


1els’ famous “Four Track Series.” 
AMEE | AED. 


Over all wealth, above all sta- 
tion, above the noble, the robed 
and crowned, rises the sincere man. 
Happy is the man who neither 
paints nor patches, veils nor ven- 
eers! Blessed is he who wears no 
mask.—I/ngersoll. 


LarcE firms maintain a_ special 
advertising man, who keeps abreast 
of the times, like the agencies, and 
guides his appropriation away from 
the pitfalls into which it invariably 
strolls when looked after by men 
who are too busy to give it careful 
attention. The principal railroads 
now relieve the general passenger 
agent of the responsibility for ad- 
vertising appropriations and place 
them under the control of experi- 
enced advertising managers. The 
most aggressive business houses 
have their publicity handled by re- 
liable advertising agencies. The 
agency has an advantage over the 
advertising manager in that it sup- 
plies the mechanical as well as the 
mental equipment of the publicity 
department.—Returns, San Fran- 
cisco. 
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business 


there’s 
ought to be advertising. 


WHILE there 


It’s an adwriter’s business to 
know a merchant’s business from 
the public’s viewpoint. 

Phils sctoamicol 


ONE page of a folder from the 
Register-Gazette, Rockford, IIL, 
shows how the neighboring cities 
of Beloit and Belvidere are cov- 
ered by that paper’s carriers, while 
two pages more are given to para- 
graphs published in Printers’ INK 
when that daily’s competitor, the 
Republic, sought to gain admit- 
tance to the Roll of Honor by post- 
ing a $1,000 check guaranteeing its 
circulation statement. 


A NOovEL feature of the Boston 
Post on the occasion of the visit 
of the Honorable Artillery Com- 
pany, of London, to the “Hub,” 
was the printing of portraits of all 
the members of Boston’s famous 
corps, the Ancient and Honorable 
Artillery Company, which is the 
second oldest military company in 
the world. The roster shows 258 
members. An exhibit of more in- 
terest to advertisers is a fac-simile 
check drawn by the Post to the 
order of the Lisbon Falls Fibre 
Co. The amount is $26,347.76, and 
is in payment of the Post’s paper 
bill for August. In the same month 
of 1902 paper to the value of $19,- 
200 was consumed; 1901, $15,735; 
1900, $10,991; 1899, $9,104. 

THERE are many different ma- 
terials used in weaving underwear, 
and the nature of the fabric ap- 
pears to be the chief argument, as 
some people prefer cotton, others 
like linen, while still others will 
wear nothing but wool. The lat- 
ter material is objectionable to 
some persons. Yet three under- 
wear ads in recent magazines talk 
convincingly of protection against 
cold, the laws of bodily health, the 
comfort of snug fitting garments, 
and so forth, but say nothing about 
material. These are the ads of 
Ypsilanti Underwear, Ypsilanti, 
Mich.; Wright’s Health Under- 
wear, 75 Franklin street, New 
York, and Carter’s Union Suits, 
Highlandville, Mass. Attention to 
this detail would be pretty certain 
to improve the advertising. 
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Tue following Boston dailies 
are members of the Roll of Honor: 

Globe, daily and Sunday. 

Post, daily and Sunday. 

Traveler, every evening. 

Transcript (@@), every evening. 


From the moment a woman en- 
ters a business office she signifies 
her willingness to become a clerk, 
and she stands on the same level 
as such. She is entitled to re- 
spectful treatment, but morbid 
sympathy and time-wasting cour- 
tesies she should neither expect 
nor receive. 





Mucu has been said about the 
advertiser’s indispensability to the 
newspaper, but little about the 
other side of the matter. The So- 
licitor, a bright little monthly ad- 
vertising sheet issued by the Roch- 
ester Post Express, draws a pic- 
ture of a mnewspaperless world. 
“The merchants and business men 
of any city would soon find out, to 
their cost, the effect of the total 
withdrawal from the field of the 
daily newspapers upon which they 
depend for their advertising. When 
one stops to consider the matter 
in all its phases he is forced to 
admit that there could scarcely be 
a worse condition of affairs than 
would follow the abolition of the 
daily press of any city.” 


ver ‘ybodys 
agazine 





COVER OF “EVERYBODY'S MAGAZINE” FOR 
OCTOBER, 1903. THE BEAUTY OF THE 
AUTUMN LEAVES IS LOST IN THE REPRO- 
DUCTION, 


INTERESTING matter on the ad- 
vertising pages will attract atten- 
tion. 


_ One dishonest ad in a paper in- 
jures every honest ad the paper 
contains. 





THE possibilities are practically 
unlimited for merchants who ad- 
vertise judiciously and continuous- 
ly. 


WHENEVER the Grand Trunk 
Railway entertains a notable party 
on any part of its Canadian lines, 
the event is marked with a sou- 
venir booklet. The latest produc- 
tion of this kind is an annotated 
time table commemorating the tour 
of Canadian Chambers of Com- 
merce through Ontario and Que- 
bec in August. The route is given, 
town by town, and a running com- 
mentary gives population, altitude, 
historic associations, industrial 
statistics and other pertinent in- 
formation regarding each place. 
Interleaved through the text are 
richly tinted © fnalf-tone views, 
while the cover is a magnificent 
effect in embossing and gold leaf. 
The volume comes from the 
Grand Trunk general offices in 
Montreal. 





Tue “moving picture machine” 
has not as yet been put to any ex- 
tended use in advertising, but it 
seems to have its possibilities as a 
method of showing certain classes 
of goods. In the August issue of 
the Street Railway Review tne mu- 
toscope was utilized to demon- 
strate the workings of the Eclipse 
Car Fender, made by the Eclipse 
Car Fender Co., Cleveland, Ohio. 
Ninety-six small half-tones made 
from photographs taken at the 
rate of thirty per second illustrated 
the picking up of a man by the 
fender on an electric car going at 
twenty-two miles an hour. The 
pictures took up six pages, and 
two more were devoted to argu- 
ment, so the mutoscope is a space- 
consuming method of advertising. 
In general publications it would 
hardly be profitable, but in special 
issues of trade journals it can 
doubtless be employed to fine ad- 
vantage in demonstrating such de- 
vices as this. 
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THE Starke County Republican, 
of Knox, Ind., has just completed 
its twenty-eighth year. 








Tue Vidette, of Valparaiso, Ind., 
has been sold by Atchison & Jones 
to John M. Mavity, of Cambridge, 
Ill. 


A San Francisco artist of abil- 
ity named Xavier T. Martinez is 
painting on the bulletin boards of 
that city a series of pictures for 
Marquette Whiskey, which is ex- 
ploited by Grommes & Ullrich, 
Chicago. These bulletins are the 
story, in pictures, of the life of 
Marquette, the famous explorer. 
They take him through the voyages 
of discovery down the Mississippi 
River, and show him in various 
scenes of adventure from the time 
that he started from the little mis- 
sion in Michigan to the day his 
bones were laid away beside the 
deep rushing waters of the Father 
of Rivers. The work of the paint- 
er has been successful at exhibi- 
tions in the West, and he is put- 
ting his advertising pictures direct- 
ly on the boards rather than trust 
to copyists. W. J. Kearney, rep- 
resenting the whiskey firm in San 
Francisco, has presented the pic- 
tures to the people of that city. 





Tue stockholders of the United 
Drug Co. held their first annual 
meeting at Boston last week. The 
gathering was notable in many 
ways. Leading druggists from all 
sections of the country spent the 
week in Boston. On Wednesday 
afternoon Louis K. Liggett, gen- 
eral manager of the company, an- 
nounced the introduction of a new 
Rexall remedy, “Mucu-Tone,” a 
cure for all forms of catarrh, and 
asked the stockholders present to 
place introductory orders for the 
medicine. Mr. Liggett explained 
the merits of the article and out 
lined the liberal advertising cam- 
paign that is to back it up. In less 
than two hours’ time $65,000 worth 
of the remedy was sold, and dur- 
ing the balance of the week addi- 
tional orders were placed, so that 
the total week’s sales were close 
to $100,000. These orders came 
from the stockholders present, or 
about one-third the total member- 
ship of the company. 
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Tue Bay City, Mich. Evening 
Times is now represented in the 
foreign advertising field by Mr. 
Charles J. Billson, Tribune Build- 
ing, New York City, and at his 
Western office by Mr. John Glass, 
Tribune Building, Chicago, Ill. 


A CIRCULAR letter of the Boston 

Traveler, signed by Franklin Coe, 
formerly with Collier's Weekly, 
Says: 
_In making a change from the adver- 
tising department of Collier’s Weekly 
to the Traveler, I am leaving a pleasant 
and valuable association, and it will be 
my earnest endeavor to bring to the 
work in hand some of the spirit that 
distinguishes the Collier organization, 

We are fortunate in having a large 
and loyal circulation to build on. Since 
January 1 the average daily circulation 
of the Traveler has exceeded 76,000 
copies, the largest proved evening cir- 
culation in New England. Within the 
current month the 7raveler has printed 
and circulated, on various days, over 
80,000 copies. It will afford us pleasure 
at any time to satisfy you personally of 
what you are buying, should you con- 
template using the Traveler. Beginning 
at once, we shall furnish upon request 
from responsible advertisers a detailed 
sworn statement or any other proper 
evidence of daily circulation. It is 
plainly a business proposition that no 
advertiser should be expected to buy 
circulation without knowing what he is 
buying, and it will not be necessary 
henceforth in Boston, the 
Traveler is concerned. 


so far as 


Tue Evening Press, of St. Jo- 
seph, Mo., has been combined with 
the Evening News, of the same 
city, and the new sheet will be 
known as the St. Joseph News and 
Press. The Press was started 
about a year ago with the avowed 
purpose of forcing the News to 
the wall, according to an account 
of the consolidation in the Ga- 
sette, St. Joseph’s morning daily. 
W. T. Van Brunt, formerly gen- 
eral manager of the St. Joseph 
Railway, Light, Heat & Power Co., 
was its backer. The attack was a 
failure, and the paper lost $100,000 
in a-very few months. The Press 
published circulation figures on its 
first page from day to day, and 
often claimed a circulation as high 
as 16,000 daily. Upon investiga- 
tion by the new management the 
sheet was found to have 800 sub- 
scribers and a total circulation of 
not more than 3,000. The Press 
staff has been discharged and the 
News staff, with its plant, will con- 
tinue the News and Press. , 
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THE purpose of all advertising 
ghould be to induce investigation. 


THE Logan & Cole Special 
Agency has been succeeded by the 
Charles T. Logan Special Agency. 
This action was taken last week 
by the withdrawal of Mr. J. Stew- 
a:t Cole, Mr. Logan is now the 
sole owner and will continue to 
direct the work. 


Tue August issue of the Street 
Railway Review, Chicago, was the 
annual convention number, con~ 
sisting of three hundred pages, of 
which one hundred and eighty- 
eight were advertising. The typo- 
graphical work was excellent, and 
the number was put together with 
a view to permanent preservation, 
as both text and advertising are 
of continuous interest to any- 
body connected with an electric 
railway. This convention number 
is the souvenir of the annual 
meeting of the American Street 
Raiiway Association. The pub- 
lisher of the Review also prints a 
daily edition during the session of 
the organization in the city where 
the convention is held. 
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Honesty is the policy that in- 
sures permanent prosperity in 
business. 


INCREASE your appropriation for 
advertising in proportion to the 
growth of your business, and your 
business will continue to grow. 





More than 30 million dollars’ 
worth of diamonds and other pre- 
cious stones were brought into the 
United States in the fiscal year just 
ended. The Department of Com- 
merce and Labor through its Bur- 
eau of Statistics statements shows 
that the total importations of dia- 
monds and other precious stones, in 
the 11 months ending with May, 
amounted to over 28 million dol- 
lars in value and as the figures for 
the month of May alone were 
about three million dollars, it is 
evident that the June figures will 
bring the total of diamonds and 
other precious stones up to a full 
30 million dollars for the fiscal year 
ending with June 30, 1903. This 
is the largest importation of 
diamonds and other precious 
stones ever shown in a single year 
of our commerce. 








Some three months ago I placed THE WoMAN’S MAGAZINE 


in your Roll of Honor. 


After its third appearance, I received an inquiry from a 
Michigan concern, stating that it noted our Guarantee in the 
Roll of Honor, and asking for information concerning THE 


WomMANn’s MAGAZINE. 
Ten days later, I closed a 


contract with them aggregat- 


ing a little over $10,000.00 for advertising in THE WoOMAN’s 
MAGAZINE for next year, commencing with October, 1903, issue. 
That is why I keep THE Woman’s MAGAZINE in the Roll 
of Honor EVERY issue, and that I consider a pretty good argu- 
ment that the Roll of Honor is valuable to a publication. 
Advertising, in my opinion, isa matter of debits and credits, 
and when the credit side of the ledger ‘‘ shows” a profit, being 


a **‘ Missourian,” I stick. 


THE WOMAN'S MAGAZINE, 


Aral a -Mngr 


Sr. Louis, October 5, 1903. 
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A NovEL method of advertising 
a work of fiction is reported by 
the New York Times. A London 
publisher has issued a novel by a 
new writer, and tne first 500 copies 
are dedicated to an imaginary per- 
son known as “Bill.” Subsequent 
copies will bear on the fly-leaf a 
dedication to the reader who 
praises the story in the most satis- 
factory manner. The Times’ cor- 
respondent sees in this the begin- 
ning of a new form of advertising, 
for an author may announce that 
his latest book is ready for dedi- 
cation, and invite tenders from 
those who wish the publicity. 
Eventually the fly-leaves of a pop- 
ular novel may become as valuable 
as some of the blank wall spaces 
of New York. 


MErtHOps of advertising a black- 
smith and repair shop, particularly 
one situated in a small town, are 
considered in a recent number of 


the Blacksmith and Wheelwright: 
The smith should offer to do at cer- 
tain seasons of the year exactly such 
work as folk want done, forgetting for 
the while that which is out of season. To 
be timely requires watchfulness. Cus- 
tomers should be _ studied and their 
wants supplied, and where they have 
whims or hobbies it is well to cater to 
them as far as practicable. New kinds 
of work are continually springing up 
which may come directly in the smith’s 
line, thereby being timely. Where he 
has special tools for handling work he 
should not forget to call attention to 
them. If .e be expert on sharpening, 
he must remember that there are many 
other things besides plow-shares and 
farm implements which require an edge. 
There is the butcher, baker, grocer, cob- 
bler and others who use tools that re- 
quire sharpening, and the knives and 
shears of the many households. When 
grass begins to show its green coat he 
may say in the local column of his home 
aper, “bring in your lawn mower.” 
he ad may cost him 10 cents and 
bring him $20 worth of work. Even if 
it brings him but one job he hasn’t 
squandered any money. he ad should 
tun while the mowing season lasts, es- 
pecially when mowers are being brought 
in frequently. The same _ suggestions 
apply to other things which the smith 
may notice to be timely to advertise. 
If a man has a lawn mower he wants to 
get sharpened a cut of a mower, grind- 
stone or sharpener is likely to attract 
his attention. When it is desired to 
go after tire-setting work on a large 
scale illustrate the ad with cut showing 
how tires are pulled off or shrunk on. 
Work of different kinds requires spe- 
cial facilities, and these may be men- 
tioned in the ad. Where the smith is 
well known he need not be particular 
to take up space giving the number or 
location of the shop. What folks need 
to know is what he can do for them. 
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A Goop quality of matter in the 
ad is of more value than a large 
space poorly filled. 

PERSISTENCY in advertising is 
all right as long as the advertiser 
persists in doing the right kind of 
advertising. 


F. A. Muitzer, editor of the 
South Bend Tribune, recently 
made a tour of some of the news- 
paper offices of Indiana. He re- 
turned home satisfied that the 
Tribune has one of the best plants 
in the State. 

PARCELS post with the West 
Indies would be a distinct ad- 
vantage to American business 
houses, according to Consul Ayme, 
who was recently stationed at 
Guadeloupe. He said not long 
ago in the New York Sun: 

“The entrance of our Govern- 
ment into the international parcels 
post up to, say, ten-pound parcels, 
would immediately add $2,000,000 
to our trade with the West Indies 
in mail orders from individuals, 
That trade now goes to Europe, 
but would all come to us, because 
of the less time it would take to 
fill orders. And there are some 
things in Guadeloupe that we 
ought to have. Their coffee, for 
instance, is the finest in the 
world. It all goes to France now, 
where it is too precious to be 
used alone. It is used to flavor 
other coffee. It is the most de- 
licious coffee on the face of the 
earth. They make a certain con- 
serve also, of candied breadfruit 
buds, which is the most exquisite 
dainty that ever touched the pal- 
ate. If our great caterers could 
once sample it, they would have 
the whole output. There are prac- 
tically no shops. The merchants 
can afford to carry only what the 
mass of the people, which is ne- 
gro, demands. The white people 
have to shop by mail order, in 
France, which takes quite a while. 
If they could shop in New York it 
wouldn’t take so long, of course. 
But the international parcels post, 
to which our Government does 
not belong, delivers a_ ten- 
pound package from France for 
50 to 60 cents, which would 
cost $8 by freight from New York.” 











THe Mutual Life Insurance 
Company has just presented an en- 
grossed testimonial to its oldest 
policy-holder, Charles H. Booth, 
of Englewood, N. J., who is 100 
years old and has been insured in 
the Mutual since 1843, when he 
took out a policy a week after the 
company began business. His pol- 
icy was for $2,000, and numbered 
22, The annual premium was 
$62.20. By the life plan of this 
company he has paid $2,239 in 
premiums, and his policy with ac- 
cumulations is worth $7,763. Mr. 
Booth is the senior and dean of all 
the life insurance policy-holders in 
the world. 


Tuomas J. Porte, an advertising 
jeweler of Winnipeg, Manitoba, 
submits a half-tone advertising de- 
sign for the Little Schoolmaster’s 
criticism. The drawing is com- 
mendable, but the picture portion 
of the ad might have been’ more 
effective had one or two “Porte” 
watches been illustrated. The 
catchline, “Any Porte in a storm 
of criticism,” is not particularly 
pertinent, and might lead a reader 
to infer that these watches were 
being defended against criticism. 
There are two sentences of reading 
matter beneath that tell far more 
than the cut, and are really the 
best ad—“No matter how severe 
the test, the Porte watch is sure to 
give satisfaction, as they are made 
specially for this climate. Ask 
for the new thin model in either 
ladies’ or gents’ sizes.” 
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A sketcu of P. J. Healy, presi- 
dent of Lyon & Healy, Chicago, 
was given in a late issue of Presto, 
the musical journal. Mr. Healy 
was born in Ireland in 1840, but 
educated in Boston, and founded 
the present firm with the late 
George W. Lyon in 1864, opening 
a small music store at Clark and 
Washington _ streets, Chicago. 
Their first advertisement was a 
very modest circular announcing 
the opening, a framed copy of 
which hangs in Mr. Healy’s pri- 
vate office to-day. Boston friends 
predicted that the new firm might, 
with good luck and hard work, 
build up a business of $100,000 per 
annum in about ten years, but this 
sum was exceeded in the first 
twelvemonth. Building one de- 
partment at a time, the concern 
has grown larger and larger, until 
last year the total of $3,100,000 
was reached, which is said to be a 
large percentage of the entire mu- 
sic trade of the country. The firm 
has used advertising from the very 
beginning, and its small ads have 
been familiar to the public nearly 
forty years. Besides this constant 
campaign over the entire country, 
Lyon & Healy are heavy local ad- 
vertisers in Chicago and its en- 
virons. Next to the famous little 
bandsmen of the small ads per- 
haps Lyon & Healy’s signature is 
best known. It has been used as a 
piece of advertising and trademark 
property many years, and was orig- 
inated by Mr. Healy soon after or- 
ganization. 





I believe that your efforts to have the leading newspapers 
of the country that have a bona fide circulation brought under 
the classification A ROLL OF HONOR commendable and 
should bring good results to the publishers who use space 


under this head. 


I have always been a careful reader of your publication 
and have received many valuable suggestions and ideas from 
it. The Reporter has also received a number of very compli- 
mentary notices through PRINTERS’ INK which both directly 
and indirectly have resulted in bringing our paper before the 


best advertisers and resulted in increasing our business. 


We 


are pleased, therefore, to have the Reporter represented in 
PRINTERS’ INK ROLL OF HONOR. 


JouHN L. 
Washington, Pa., Reporter, October 1, 1903. 





STEWART, General Manager, 
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M. Lee Starke, the special, be- 
lieves that there is room for im- 
provement in the form of adver- 
tising used by newspaper publish- 
ers, particularly in advertising 
journals. Not enough vital infor- 
mation is given about papers or 
their territory, though the fund of 
live statistics at the disposal of 
every publisher is large. Mr. 
Starke’s six evening dailies have 
just made arrangements to use a 
page of space in Printers’ INK 
from week to week in co-opera- 
tion, and it is his intention to use 
new forms of advertising, if possi- 
ble. With a view to obtaining the 
best ideas on the subject he has 
opened a prize competition some- 
what similar to those conducted 
by Printers’ INK, Adwriters and 
others are invited to send in man- 
uscript advertisements to fill this 
page, and the one deemed best 
each week will be printed, if it is 
of sufficient merit and advertising 
value, and the writer thereof will 
receive from Mr. Starke a coupon 
entitling him to a year’s subscrip- 
tion to Printers’ INK, the value of 
which is $5. The contest closes 
with the issue of Printers’ INK 
of December 30, when the adver- 
tisement which is deemed best of 
all those received will be selected, 
and on New Year’s Day a check 
for $25 will be mailed to its writer 
as a first prize. A check for $15 
will be mailed on the same day to 
the writer of the advertisement 
which is deemed second best, and 
a check for $10 to the writer of 
the one which is deemed third best. 
On the same day the writer of 
every advertisement that has been 
received and which is considered 
worthy of use in Printers’ INK 
during the year 1904 will receive a 
coupon entitling him to a subscrip- 
tion to Printers’ INK for one year 
(value $5). Not wishing to have 
any one connected with his office 
or with Printers’ INK to pass on 
the advertisements received, Mr. 
Starke has induced Mr. Paul E. 
Derrick, president of the Paul E. 
Derrick Advertising Agency, to 
act as judge in this competition. 
Those who know Mr. Derrick 
know that he is one of the fairest 
men in the advertising business 
and that his decision will be abso- 
lutely impartial. Mr. Starke has 
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turned over to Mr. Derrick to-day 
a check for $50 to be used in pay- 
ment of the prizes. Mr. Starke 
further announces that no one in 
any way connected with his office 
or any of the six papers he repre- 
sents will be permitted to compete 
for any of the prizes. He wants 
outside talent. Mr. Starke is man- 
ager of the general advertising 
departments of the Washington 
Star, the Baltimore News, the In- 
dianapolis News, Newark, N. J., 
News, the Montreal Star and the 
Minneapolis Journal. Ideas as to 
the sort of advertising that he has 
in mind may be gleaned from the 
advertisements that appeared on 
page 5 of Printers’ INK for the 
past month. Matter intended for 
the competition must be marked 
“Prize Ad Competition” and ad- 
dressed to Lawrence J. Delaney, 
secretary to M. Lee Starke, Tri- 
bune Building, New York City. 


Usva ty it’s the case that the 
more good advertising you do the 
more you can afford to do. 


So much of one’s business meth- 
ods, and so much only, should be 
told as will conduce to the making 
of customers. 

~7or - 
THE LITTLE SCHOOLMASTER’S 
CARTOONS OF SPECIALS. 
II. 








Ss. 


Cc. BECKWITH, 








FROM AUSTRALIA. 


J. R.. Wornmersroon & Co., 
General Merchants. 
Established 1856. 
Beavurort, Victoria, Australia. 
Editor of Printers’ INK; 

We have been recommended to sub- 
scribe to your paper so as to get up-to- 
date ideas of advertising, and we are 
now writing to ask you if you will do 
us the favor of sending us by return 
mail some of the last numbers of your 
paper. If it is as good as we are given 
to understand, we will become sub- 
scribers to it. 

If there is any other journal you can 
recommend us to far good up-to-date 
advertising ideas, we will esteem it a 
reat favor if you will kindly let us 
caer who we may write to for it. 

Your ideas of advertising in America 
are excellent and we are much behind 
you here, and there is no doubt that 
you excel every other country in_ the 
world by your splendid go-ahead adver- 
tising. We are, dear sirs, 

Yours faithfully, 
J. R. Wornersroon & Co, 


When Messrs. J. R. Wother- 
spoon & Co. receive the copies of 
Printers’ INK mailed to them, 
they will quickly find out why ad- 
vertising in the United States 
excels. And for the purpose 
of further emphasizing the good- 
ness of Printers’ INK the follow- 
ing babies are recommended for 
comparison : 

Fame, New York. 

Profitable Advertising, Boston. 

Mahin'’s Magazine, Chicago. 

Judicious Advertising, Chicago. 

Mail Order Journal, Chicago. 

Adwriter, St. Louis. 


—__— 


a 
“ALL THE ADS THAT’S FIT TO 
PRINT.” 


New York, Sept. 30, 1903. 
Editor of Printers’ Ink: 

In your issue of August 26 appears 
the following newspaper paragraph: 
“Several of the monthly magazines 
are excluding patent medicines from 
their advertising columns and find it 
profitable to do so. There is now and 
then a weekly doing the same thing. As 
yet no daily has become so virtuous,” 

You are doubtless aware of the fact 
that the New York Times omits fraudu- 
lent patent medicine advertisements 
from its advertising columns just as 
scrupulously as it omits sensations from 
its news columns. The constituency 
served by the New York Times will not 
respond to such announcements, but the 
intelligent advertising of meritorious of- 
ferings always brings profit and satis- 
faction. Yours truly, 

Louis WILEY. 


Exacceration is the microbe that de- 
stroys confidence.—Jed Scarboro. 
lr 
_ A pENnNy saved is a penny earned, 
isn’t true in advertising—it’s a penny 
yen spent earns others.—White’s Say- 
ngs. 
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IN DES MOINES. 
Des Motnes, lowa, Oct. 1, 1903. 
Editor of Printers’ Ink: 

I challenge the justice of your omit- 
ting the Des Moirtts News from your 
list of “Three Dozen Dailies” recom- 
mended to advertisers. Every paper 
mentioned is choice; but why cover New 
York with three newspapers and omit 
the g:eat, rich State of lowa, with its 
over two million thrifty people, alto- 
gpthes? You should omit the New York 
lerald or Times, which duplicate class 
of circulation, and include the Des 
Moines daily and Sunday News, which, 
with 43,611 average daily circulation in 
September, thoroughly covers the grow- 
ing city of Des Moines and goes to 
every post office in the State of lowa. 

For a flat rate of five cents per line 
the general advertiser reaches, in the 
Des Moines daily and Sunday News, 
three-fourths of the homes of Des 
Moines (6,316 residences take the News 
exclusively), and, by actual count, 
29,718 Iowa homes outside of Des 
Moines. 


Every name on the subscription lists 
of the Des Moines News outside of Des 
Moines is that of a paid-in-advance sub- 
scriber, each oubsostber paying St-g0 a 
goer before his name goes on the lists. 
every Monday all subscriptions which 
have expired during the preceding week 
are stopped. Thus, once a year, every 
subscriber is put to the supreme test 
of having his paper stopped unless he 
has paid for a new year before the end 
of the old one. A subscription list of 
43,611 thus winnowed out represents 
more affection for the paper than an or- 
dinary circulation of 100,000, subject 
to returns, credit to delinquents, etc. 
Returns from the Des Moines News 
advertising justify this claim; and our 
cash-in-advance system insures as_high 
a class of circulation as that of the 
Ladies’ Home Journal. 

Yours truly, 
Joun J. HamItton, 
Gen. Mgr. Des Moines News. 
aie - 
Office of 
“Bostoner ANZEIGER,” 
(German Weekly Advertiser.) 
Published Every Wednesday. 
132-134 Pearl Street, 
Boston, Mass., Oct. 6, 1903. 
Editor of Printers’ Ink: 

Your editorial in the September 30 
issue of Printers’ INK regarding pa- 
pers printed in foreign tongues brings 
out facts which certainly cannot be dis- 
puted. Our advertisers know that there 
is no better value in advertising than 
that placed in a German paper, cost 
and results considered, but there are 
still some more who don’t know it, and 
that is because they have not tried it. 

Yours very truly, 
F, E. Nicxgts,. Publisher. 








_ Ir you want good original advertis- 
ing, forget originality. ake it natural 
—like you your goods. 
Brown. 





Ir you don’t ft out and hustle and 
plant your seed you can’t expect to 
“make hay while the sun shines.”"— 
White’s Sayings. 
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THE GRAND FORKS “DAILY 
=RALD.” 


Granp Forks, N. D., Oct. 3, 1903. 
Editor of Printers’ INK: 

We have noticed, from time to time, 
articles in Printers’ INK like the let- 
ter of Mr. Bodenwein’s in your issue 
of September 30, and the more we see 
of them, the prouder we feel of our 
paper. The Herald is published in 
Grand Forks, which had a population of 
something over 7,600 according to the 
last census, but which we think will run 
close to 10,000 now. We have over 
1,500 circulation in the city, but w 
have a total circulation of 5,629, actual 
average for September. If ‘1,700 cop- 
ies of an unsensational daily in a town 
of 25,000 population is a circulation to 

proud of,” what is a circulation of 
1,500 in a town of 10,000, and what 
about a circulation of 5,629, which in- 
cludes city rural routes and all mail 
circulation? We have often had it 
stated by theatrical men and patent med- 
icine men who travel the entire coun- 
try over that “the Herald is the big- 
gest paper of its size in the world,” 
meaning thereby that it excels in circu- 
lation as well as merit any paper pub- 
lished anywhere in the world in a town 
of less than 10,000 population. Do you 
know of any rivals to this claim? We 
ublish an entire page of Associated 
Fosse telegraph; the paper sells for 40 
cents per month delivered in the city, 
or $4 per year by mall; 6 to 14 pages 
of 7 columns, 13 ems wide, set in 
minion. 

All of our circulation claims are 
backed up by detailed, sworn circula- 
tion statements, and our books are open 
to verify them at any time. Another 
item of note in connection is that Mr. 
Winship, who started: the Herald as a 
weekly in 1879, made it a daily in 1881 
and has published it ever since, is still 
the owner; and in all its existence the 
Herald has had a constant, consistent 
editorial policy. Yours truly, 

H. L. Witison, Manager. 


—_——~+or———_—_—_— 
THE OLDEST BOHEMIAN NEWS- 
PAPER IN THE STATE OF OHIO. 


1198 Broadway, 
CLEVELAND, Ohio, Oct. 2, 1903. 
Editor of Printers’ INK: 

Allow me to congratulate you upon 
your admirable editorial in the issue of 
October 7, referring to the value of 
foreign me eo papers as advertising 
mediums. have never read an article 
touching this subject more to the point 
and more truthful. It seems peculiar, 
but the great American advertiser posi- 
tively will not take space in foreign 
language publications, while he spends 
millions annually upon English papers, 
some with very doubtful circulations. 

Foreigners are coming to our shores 
at the rate of one million per year, but 
the American advertiser does not see 
them. Yet these are the very people 
who want all the information they can 
obtain about American clothes, tools, 
furniture and food. These people lay 
the foundations to thousands of homes 
and thousands of farms every year, 
spending millions of dollars for the 
necessaries and comforts of life. To 
reach them the advertiser must use for- 
eign language papers or foreign lan- 


PRINTERS’ INK. 





gua~e literature. English advertising, 
circulars, catalogues and booklets will 
not answer the purpose. 

The fact that the different nationali- 
ties congregate in large colonies would 
make an advertising campaign among 
them a nn tg | easy matter. Take, 
for instance, our Bohemian colony in 
Cleveland. It numbers almost 40,000 
people, or about 10 per cent of Cleve- 
and’s entire population, and supports 
_ papers—two dailies and one week- 


y- 
The weekly Dennice Novoveku is ac- 
corded the largest circulation of any 
Bohemian paper in the United States by 
the American Newspaper Directory, and 
is entitled to a place upon the Roll of 
onor. Very respectfully, 
B. J. Dovezat, 
———_$<+>——_——— 


THE PHILADELPHIA “PUBLIC 
LEDGER.” 


New York, Oct. 5, 1903. 
Editor of Printers’ Ink: 

Responding to your request for a 
statement of the reasons which impel us 
to ask that the Public Ledger of Phila- 
delphia be placed on the list of “Three 
Dozen Dailies,” we submit the follow- 


ing: 

First: The Public Ledger represents 
all that is best in the life of Philadel- 
phia. It has for years enjoyed a repu- 
tation as one of the high-class and rep- 
resentative newspapers of the country. 
Its circulation is greater now than it 
has been for years past, and it main- 
tains its large circulation notwithstand- 
ing that no unsold copies are return- 
able. There is an unquestioned and 
permanent demand for the Ledger. It 
is a newspaper that is read, and it is 
properly named, for its readers are al- 
ways “posted.” The Public Ledger is 
and has for many years been one of the 
public institutions of Philadelphia. 

Second: It may not be improper to 
say that the circulation of the Public 
Ledger is more than double that of any 
one of thirteen of the excellent news- 
papers and meritorious advertising me- 
diums now on your list, and in quality 
of circulation it certainly is not inferior 
to any newspaper on the list. 

ird: The Public Ledger is the 
only Philadelphia_newspaper comprised 
in “the Golden Dozen” and the only 
Philadelphia morning newspaper in the 
Roll of Honor. 

Fourth: It is impossible to cover the 
field of Philadelphia and neighborhood 
without the use of the advertising col- 
umns of the Public Ledger. 

Yours truly, outs WILEY. 
—_———__+~@.—————— 


THE routine of easy accomplishment 
ruins more promising advertising men 
than the treadmill of continuous work.— 

ite’s Sayings. 


4a> 


Att display is no display. All em- 
phasis is no oy Light and dark- 
ness are only what they are by contrast. 
Contrast compels attention. A blonde 
dressed in a blonde gown and a blonde 
hat is a neutral proposition. Put her 
under a black hat and into a dark suit 
and she will be seen, even by people 
oe are not looking for her.—Jed Scar- 

oro. 














THE WATERTOWN “HERALD.” 
MEMBER. OF 


county 






On Oa 
New ~O 

Watertown, N. Y., Oct. 5, 1903. 
Editor of Printers’ INK: 

The heading on the letter of Mr. 
Marcellus leads me to think that Print- 
ERs’ INK is willing to undo some of the 
harm it has done weekly papers. “Good 
weeklies have their place,” you say, and 
their place is in every family in every 
rural community, where every line is 
read. 

The people who read daily papers in 
the rural communities are the wealthier 
ones, who call a doctor for every pain 
or ache; the patent medicine buyers are 
the readers of weekly papers. 

Possibly it would be well to place 
every member of the Select County Week- 
lies in your Roll of Honor. I am open 
to conviction. The Herald has-not both- 
ered to give a sworn circulation state- 
ment for several years. If it has made 
any difference with its advertising pa- 
tronage, I have failed to notice it. ut 
possibly the fact that every advertiser 
is given free access to its books has an- 
swered the same purpose. 

Respectfully, 
Jere. CovcHiin. 


rr Cll 
BILIOUS PAPERS ARE SELDOM 
GOOD E- 


ADVERTISING M 
DIUMS. 
A Missouri editor makes the follow- 
ing statement: 


“We, have dropped a number of pa- 
pers from our exchange list, because 
the aforesaid papets are bilious. A 
newspaper can no more afford to asso- 
ciate with a sour, snarling, fretting, en- 
vious newspaper than to keep compan 
with that kind of a man. We can’t 
afford to read a pessimistic sheet that 
is forever out of harmony with every- 
thing. The editor wants to be young 
when he dies; wants to have faith in 
God and man as long as he lives; 
wants to keep hopeful and cheerful. 
Hence, he don’t care to borrow any 
‘blue’ or rub up against any chronic 
old sore-headed grumbler. Give us the 
paper that sweetens and brightens life, 
the paper that arches the bow of hope 
above us and cheers us along the way. 
Leave the — old doleful sound 
to those who live in the graveyard and 
relish grunts and growls and groans; 
to those who fatten on suspicion, dis- 
cord, nasty insinuations and dirty in- 
nuendves. We don’t care to read such 
sheets.”—Implement Trade Journal. 
—-__ +e+ - -— 


Ir costs a lot of money to get the 
reputation of being the leading house 
in your line and in your town, but it 
will bring business enough to warrant 


the effort and the outlay.—Jed Scar- 
boro, 





PRINTERS’ INK. 
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TO AVOID LAW SUITS. 
239 Broadway, 
New York, Oct. 5, 1903. 
Editor of Printers’ INK: 

There is a regular epidemic among 
women for suing reputable business 
men in this and other cities for the 
using of their photographs in the illumi- 
nating of advertisements, etc. very 
recent case is that of a Miss Ethel 
Hoag, who, through her attorney, 
brought an action for $25,000 against 


the eingarten Bros., the well-known 
corset manufacturers of this city. Sev- 
eral other damage suits have been 


brought against some of our most re- 
putable —_  ¢~ art and advertis- 
ing houses. his proves and shows the 
importance of using photographs of 
models that have given such contracts 
as the law demands. As a matter of 
fact, we have in stock over two thou- 
sand photographic compositions, secured 
from the best adult and child models 
obtainable; from all of whom we hold a 
signed and legal contract, permitting 
us to enter for copyright and use, or we 
may cause to be used, for art or com- 
mercial purposes, any and all studies 
we have produced from these models, 
without further compensation or hin- 
drance. Therefore, in using any of our 
studies, our patrons are fully protected 
from any real or blackmailing litiga- 
tions. We will be pleased to submit, by 
mail or express, an assorted line for 
your inspection and consideration on re- 
quest. pecial posings, to cover any 
requirements, made on request. 
Yours truly, 
PARKINSON COMPANY. 
P. I. Blauvelt. 
ooo 


DON’T HAVE THE WASTE PAPER 
BASKET TOO DARN HANDY. 
Some druggists have the waste-paper 

basket habit in its worst form. It is 
not the intention of these brethren to 
throw money into this receptacle, but 
that is what they are likely to do if 
they don’t watch out. 

Letters have reached National Head- 
quarters to the effect that the Miles 
contract, which means full prices to 
every retail druggist who signs it, found 
its way into the waste-paper basket 
without reading, and had to be fished 
out in order that the careless druggist 
to whom it was mailed could women’ 
avail himself of the beneficence Dr. 
Miles’ enterprise and grit had provided 
for him. 

The waste-paper basket habit, when 
it becomes destructive of the t in- 
terests of a business man, needs reform- 
ing. Here’s a d rule to adopt: “I 
will open any letter or package sent 
to me of which the sender has thought 
well enough to hazard the postage or 
other carrying charges, and ascertain 


the general character of the contents, 
before consigning it to waste-paper 
basket _ oblivion.” The waste-paper 


basket habit can be promotive of the 
welfare of a_ business only when it 
eliminates useless and unwise proposi- 
tions.— Rocky Mountain Druggist. 
———_~+o > —__—_. 

Tue pessimist is a man who has lost 
faith in humanity hecause he has no 
faith in himself.—Jed Scarboro. 
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It’s a good advertisement that paves 
the way to future business, but a bet- 
ter one still is the one that does all 
this in addition to leading to immediate 
sales.—Jed Scarboro. 








wAdpertiooments under this head: 


bject to approval ts edi th "ares 
, ou tts or. ress 
copy cop tad remittances to Editor ODDITY Column. 


VW 7 HAT novelty pave we yous suitable to mail- 
order busi RANK MINER 
ARMS OO., ToledoO 


ee — —— and reed of half- 
ones is urgent. We are prompt. 
STANDARD, 61 ‘inn 8t., N. Y. 
OHNSTON’S big postal card. A real oddity 
© anda famous business Rawetse: gapple 
WM. JOHNSTON, 45 Rose 8 
ARLY issues of Printers’ Ink ; poli the 
whole volumes one and two can bee sup 
plied by WM. sOHNSTON, 45 Rose St. 


ARTOONS— Publishers havi 








in mind | 
~ 1g = | 





Bena IN ADVERTISING. 50,000 guar- 

teed circulation in the best mail 
order field in the U.8. Rate only 15 cents 
per line. MAIL AND BREEZE, Topeka, Kan. 


Aste Hyptente Finger Pad. Money 
manipulator. No more sponge and 


water. ‘he most contrary 
readily. Send 10c. for sample of this pnigque 
and useful device. GkU. W. BARTLK 
General re 167 7 Dearborn St., Chicago. 
rson suggesting the best 
15 & oatca person cuggesting — ha; 
ize the fact that the experts emp) 
ISABEL CASSLDY’S pemeen, Chemical co. 
successor), 18 West St., N. ¥. City, give 
more sat: sfactory results in 13 dressing, 


scalp tr ‘acial chiropody, 
manicuring than any similar Sstablishment 
in the world. Contest closes November }. 

as ae # you choose, with name 
and address nly write written. 


hee leading advertising journal in the 
United States wants an outside man 
to solicit business on commission, From 
able young men—preferably af such who 
have experience and a g knowledge of 
the New York local field—applications 
are desired. Good education, gentlemanly 
~~ onan and conduct, the ability and 
Ingness to learn and to execute the 
spirit of given instructions, are some of 
the requir ts. State age, 
experience and other details to A. A.A 
Box 672, New York City. 

















————_+or-—_—_ 
Classified Advertisements. 


Advertioomente under this head two lines or more 
without y, 70 centsaline. Must be 
a in one week in advance. 
WANTS. 


wage, des o woman, ad schoo) 
Ante Z 8 young wome with agency. 





u- 
. A.” 


“A DeERrisina solicitor for monthly maga- 
zine. Experienced ; liberal 
“M. P.C.,” care Printers’ Ink. 


ABEED—Collons man who is vad oaverty 


writer and note ag: ag 
604 Temple Court, New Y: 


arrangements. 


DAGGITH, tugs 
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XPERIENCE. D. cnermettc bu usinese getting ad 
Borition with with mf, tens 
“SPECI AL ST, $ rece i r NY. 


os chee maker for printing 
at ithograp ing wishes position. Salary 
$25. A. AUER, 13 Delancey St., Newark, N. J. 


ONE than 225,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers, 





N earnest young man, successfully engaged 
in writing retail Re desires 
change. Position anywhere. “ W.,” care P, r 


SSISTANT ADVERTISING BAKAGER of 
class publication desires similar position, 
Good reason forchange. New York or ony 
preferred. Hard worker. “CASS,” Printers’ Ink. 


IDE LINE—Two best sellin novelties of the 

age ; carried in vest pocket ; takes a minute 

to show them. Samplcs, 10 cents each. Booklet 

free. State territory covered. G. P. COATES 
CO., Uncasville, Conn. 





UCCESSFUL advertising space salesman de- 
sires position with progressive magazine or 
trade ———_— in New York or Chicago. Ex- 
pereenee in both territories. Present contract 
= es lov. 1, Best references. “C. H. G.,” care 
Printers’ [nk. 


SUCCESSFUL adwriter, manager, now in 
kK charge advertising and mail-order depart- 
ment New ae Cc ity Lng tee yoke concern, 
wants positio Reasi record and references 
on application. “ONDE THIRTY,” P. O. Box 
1859, New York 


IRCULATION manager, age 33, desires change 

» more pi ssive field. In present posi- 

tion in qnaree of circulation 15 years in city of 

65,000, ke hard work, but ex . oe ent 

OED Al references. Se peo “— 
tion. Address one T 


“ PROGRESS,” 

A CAPanee, and experienced advertising rep- 
resentative, large acquaintance 
among prominent advertisers and advertising 
nts, is open for engagement either as solicitor 
or adverti ng manager in a legitimate field that 
will pay advertisers. Ampleand un juestionable 
references furnished. Address “SOLICITOR,” 

P. O, Box 1140, New York City. 


ARV ASSERS WANTED to sell the American 
Newspaper Directory. Subscription price, 
ten dollars, All spveneuee need it. It tells the 
circulation of all American news papers and 
peor with reliable accuracy. needed 
n the editorial room of every important paper. 
It is an up — < of = nae ory 
towns of Ray ae to suppo 
new dress GEO, P. ROWELL & CO, 
Publ fers, No. 10 Spruce St., New York. 


DVERTISING MANAGER, with knowledge of 
cam- 


ns; can systematize and trace returns so 
you get RESULTS from your advertising 
appropriation; forceful writer; strong on “follow 
up and supplementary literature; familiar with 
ype an experienced office executive, de- 
sires connection with reputable manufacturing 
or commercial enterprise Excellent rearences. 
Address “*P-40,”care Lord & Thomas, Chicago, I 


b ¥ YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad  panngets | use the classified col- 
umns of PRINTERS’ I e business journal for 
stverioes, Published. pt at 10 Spruce 8t., 
New York. h advertisements will be inserted 
at 10 cents per line, ot wereeto the line. PRINT- 

ERs’ INK is the best school Lan Me nye = and it 
reaches every week more é' ing advertisers 
than any other publication it in tit United States. 


A DOVERTISEMENT WRITERS, especially 
ginners, will have an exceptional o; 
nity to Sompaetvene their ability an 
pape by writing to us. We will tell you how 
to start a siness of por —* at home —— 
will do more toe 
tig = years of ordimany experience. 


WELLS & CORBIN. 
Suite 608 ¥ tiladetiie Bldg., 
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RACTICAL paverticing man 
P amen e Forcible writer of ten years’ ex- 
“EXECUTIVE,” care Printers’ Ink. 


ARE YOU pa ED 


with your present or salary! 
Aw te ae for ere. and bookie. We have 
for advertisi 








ete. 
Herical and executive men of all kinds. High 
grade exc ve! 
WAPGOODS (INC.), 


Suite 509-309 Bresiweq, Bae. Yor. 
Suite 815, ne yaneys tml 
Suite 529 nock itiatoom Bid’, ig Chicago. 5 
Suite a, Ww 


TRADE JouRNA L Ss. 


I ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000, 253 Broadway, New York. 


— 
MAILING MACHINES. 
5 Ngee tee es Me nate k, lightest an: 


am ACENTINE, 
Mfr., Ts v Vermont 8t., Buffalo, 
> 
ENGRAVING. 
NGRAVING, (line, halftone, steel, 
4 lithe hing and artistic printi 
KINS: DI0, 22 Broadway, New 


ENGROSSERS. 


NGROSSING and illuminating of mei i 
‘4 testimonials, certificates, etc THE 
KINSLEY STU DIO, 220 Broadway, New York. 
CARBON PAPER. 
y TILL exchange a limited amount of carbon 


paper —4 x ewriter ribbons for adver- 
tising space. BON,” P. O. Box 672, N. ¥ 











wood 
TH 
ork. 

















FOREIGN NEWSPAPER ADVERTISING. 
Ww E’RE British, and we can tell you how best 


to a to the British and pocket. 
STOREY-FREER PUBLICITY Cu., Leeds, Eng. 





a od 
BOOKLETS, . 


Ww write, design, engra engrave ana print for 

kiets. One talk, one order covers ail. 

THE KINSLEY STUDIO, 22) Svendwny, New York, 
— Sida 


COLLECTIONS. 


-: = 7. COLLECTED | on pe! oe age basis 
air treatment guaran DAY- 
ANDNIt at ADJUSTMENT ASSN., 2644 Chi: 
ave., Chicago, Ill 
—_———_+or— 


STOCK CUTS. 


i AVE a sheet showing sixty silhouette stock 

ome 3 in three sizes, one, two and six inches 
high. lad to send you one. STANDARD, 61 
Ann 8t., New York. 


+ 
LITHOGRAPHY AND TYPOGRAPHY. 


ITHOGRAPHED blanks on which many jobs 
of ley may | may be worked. producing fine 
results at low cost. nd stamp for samples. 
KING, 105 William St., New York. 








ADDRESSES FOR SALE. 


JEW list of Vemont farmers, printed for 
i mailer, 5. ape of them, and all heads of fam- 


ilies. Price $5. uick or yous a miss a good 
thing. L. F. hice, orrisvilie, 
CALENDARS. 


M°* pF line of tee arton et. calendars 
ever off fore . Write for price 
SSETT & SUT 
5 Beekman St.. New York City. 
a anal 


CARD CASES. 
ERFKCTION card case a good leader Soe you 
during the nolidaye. ‘our samples of dif. 
ferent sizes mailed for 50c, Send for price list. 
ROSENTHAL BROS., 140 Monroe St., Chicago. 
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PHOTO-ENGRAVING. 


LLUSTKATIONS ia print? print renreguces ag 
STANDARD ELECT ., Wilmington, 
DESIGNERS. 


ESIGNS and | Mustpations in colors 
and white for all pu 
STUDIO, 220 snemneaties' Pilz York 


and black 
— KINSLEY 





tor 
” 'HALF-TONES. 
N#WSrArER HALF-TONES. 
.; Sxd, $1; 4x5, $1.00. 
accompanies the order. 


Send samples. 
KNOXVILLE ype CO.. Knoxville, Tenn. 





GOOD CA RBON PAPER. 


I’ 2 a want to know what reall, 

r carbon is like send — Bg 44 
sheets os 18 Whithelds Ty ter Carbon. or 
make it $1 and we'll include a 3 Waithela ribbon 
for yore machine. WHITFIELD, 12 Liberty 8t. 

ew York. 


——- - +ee0 ——— 
PUBLISHERS. 

LIBERAL REWARD for names of publica 
tions that — pay 54 or more per annum 
net on the bring w! A ad- 
vertising Blair's Ne Fen. —_y rows tain Pens 
and Fluid by Ot ce of ink rang’ see 
year’s suppl ay be o k ee Rs dress 

R’S FOUNTAIN Co., 

. 43, 163 sear, 
New York. 


--- 


CIGARS FOR SALE. 


VW 7 E will sell you a better c for 5c. —— 
than most dealers will for 10c., 1 
Havana filler, Conn. ler, gen genuine Sumatra 
wrapper, Perfecto shape, 4 inches long, Union 
e, mild and pleasant. For 60c. we wi ili mail a 
box of 12 of these id to any address 
in the U.8.,and, if they don make good, returr 
them an ve your money. 
ARTFORD CIGAR Co., 
1115 Main 8t., ee Conn. 
BILLPOSTING AND DISTRIBUTING. 
The ep a of the 
removai of the o' 
Associated a and Distributors from 
Savannah, Ga. Ill., does not in any 


manner affect the operations’ of the 

Aévertistnr: Service. Outdoor advertising will 
handled ae hout the Southeast onde the 

svesten of F. V. Peterson, 

nected with my interests th 

business transacted,as in they 5 trom he Savan- 

nah, Ga., office. CHAS. 


ILLUSTRATORS AND ILLUSTRATIONS. 


SENIOR & CO., Wood E Wood vers. 10 
H."& ., New Y ork. ¢. “Service good and Ay 
LLUSTRATING, designing, ete.. for cove 
I book-plates, and crests. THE KINSLEY 

STUDIO, Broadway, New York 
HICAGO ARTISTS’ SYNDICATE, $24 Dearborn 
Street, Chicago. Each artist a master in his 
line, covering entire field of illustrative, adver- 
tising and commercial art. Prices reasonable. 


PRINTERS. 
anggemseraat 
OOKLETS by the million. Write for booklet. 
STEWART PRESS, Chicago. 
(S4TALOGOES rinted in large quantiiies. 
/ Write STEWART PRESS, Chicago. 


RINTERS. Write R. CARLETON, Omaha, 
Neb.. for copyright lodge cut catalogue. 


F you gre not satisfied where you are, us. 
I Xe all kinds of book and ne - 
piven. AF - and aan. N 

*RINTING CO.. 15 Vandewater St., New York. 


GEND for our Ini oline formula, reduces an: 
in k its offset, uick yt — 
nk new; prevents 0: a ic’ er ; econo- 
mic and indis sable eo amy rinses. Price 
cents, EUK FORMULA-GO. Salem, Ohio. 
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reab— TIN BOXES. 


appearance o kage ofttimes golle ¢ * 
ne how “heautifu lly 
A. 
Last 


and how chea) they. 
uotations, 
‘en we made, amen many other things, over 
nh peaten Cageacs xes and five million vas- 
boxes ie nd Send for the tin desk re- 
It is free; so are 


MHICAN STOPPER COb 
EK. ] ‘STOPPER COMPANY, 


Piece New York. 
She lnegest ‘makers of Tin Boxes outside of the 


‘THe 
You cannot = 

boxes can be decora 

until you get our samples and 


es 
ADVERTISING NOVELTIES. 


Prtinciuding ad Pocket vale, 4x7, 1,000 for 
soll’. ud ad. “ Wear Pen leather.” FI aN 
IN, 5th above Ch 


Wut for sample and ston gow Leck Bill 
File. Price low. Reaches busin and 
housewife. THE WHITEHEAD & HOAG Co. 
Newark, N. J. Branches in all large cities. 


A™® BRIGHT steel nail file, $30 per thousand. 
Turned toothpicks = cases, r thou- 

sand. Samples of each in leather cages, 

Agents wanted. J.C. KENYON, Owego, N. Y. 


Oy ge? advertising porveltten shes bring 





10c. 


8, buttons, bad = Win rade 
‘ork, reasonable prices. TH Bal IMORE 
BADGM & NOVEL CO.., 88 Broadway, N. 
= oon = 
SUPPLIES. 


W.,, 2, Witson PRINTING INK CO., Limited, 
« of 17 Spruce 8St., New York, sell more mag- 
= cut inks than any other ink bouse in the 
trade. 
Special prices to cash buyers. 
N NOT HOW CHEAP, BUT HOW GOOD. 
CONNER, FENDLER & CO., 
PRINTERS’ WAREHOUSE. 


CYLINDER PRESSES, Job Presses, Paper Cut- 
ters, Gas Engines, Motors, Folders and Stitchers 

Resutt By SPECIALISTS. 
TY PE—American Point Line, Body and Set. 


PRINTERS’ agree al, Small Pols and Sup- 
plies. NEW AND SECOND HanD 


PROMIT wt Intelligent Service, Consistent 
Terms, Prices and Discounts. 


CONNER, FENDLER & CO., 
New York City. 








— 
FOR SALE. 

SnORS TS fee, sale. First-class condition. 
B. M. M.,” care of Printers’ Ink. 


BAReAIN Pours and eight-page Scott perfect- 
Bs with full modern stereo outfit. 
Adaress TRIBUNE, Oakland, Cal. 


EFORE Rat ing. cylinder proeemt Jof 
. mate 


presse: r cut 

ly send for barge RICHARD PRESTON, 
ere Oliver 8t. 0 

= xX 6  portaa We TWO-REV.; will print 4 

y 3 of a7 or 8 col. class 


ress for bo newspa) work. RICH- 
RD PRESTON, iru Oliver Be Poston. 


OE DOUBLE CYLINDER, with or without 


folders attached; ay rint 4 pages of a 7- 
trade Ine part pavinent. RICHARD PRE STON, 
n r a en "RESTO. 
1671 Oliver St., Boston. 


I CAN sell your gee (with or without real 
estate), no matter where it is or what it is 


yost. Send desorigiton, state price, and learn 


how. I have, or can find, the business you want 
to buy. State en uirementa. 
M ANDER. 


350 North American Building, 
Philadelphia, Pa. 
OR SALE—A newspaper 16 years old in an 
iron town of Pennsylvania of 15,000 inhabi- 


tants, giving employment in its industries to 
ping two other newspapers 
in e tow Owne' another newspaper 
which | cakes all his time this is the ee for 
selling. ay Scare AN Addres: 


10,000 ao a 


ND web! cor. 


PRINTERS’ INK. 





PRINTING, 


OST printers continue to feed sheets to the 
press b; nd, although machinery does it 
better and more economically. Perhaps you 
think this makes no difference to you. When 
you havea big order to place, wot our eons 
and you’llchange your mind. KING & CO., 
William 8t., N. Y. 


ADDRESSES. 


OR SALE—170,000 original order letters from 
women who have bought com 4a os 
arations. Never comet. — ress * aa 10b0 
Boyce Bidg., Chicago, I 


GENTS’ LETTERS- 70,000 new letters from 


agents and canvassers. Superior lot. A 
from advertisements in. mont ¥ periodicals, 
such as (© h 





Woman's Magazine, ete. None A.A dailies’ 
Will rent all or part, for quick c at 
moderate price. Investigate this. It's well woer 
while. For particulars address “ CHOICEST,” 
care of Printers’ Ink. 


+o 
BOOKS. 
for a_ groce’ store $1, 
100 “82, BAIT PUB. co., Toronto, Can. oe 
Ppaares HELPS AND HINTS, s Ste. Circular 


ree. KING, Printer, beverly, Mass. 


10 CENTS, Complete Mail-Order Guide, In- 

structions and addresses of 76 firms who 

furnich a>, Perinttios giecteoe circulars free, etc. 
BOOK CO , Buffalo. 


66 Mw ADVERTISING PARTNER, ” a book 
4 for merchants and advertisers who 
write Gate o~- ads. a Be gk of —_ head 
lines, cai a re ROWwIT ete. 
By mail, a A, C, RO TAND, Pub ‘Columbus,0, 


6673 OW and Where to Sell Manuscripts.” Just 

ublished. Full of practical sugges- 

tions for the fiction writer and eee contrib- 

utor. Contains addresses of publications 

that a oe. Ls postna: a, paper per 1 ORT for 

50 cents in albent a ITED 
PRESS SYNDICATED Indianapolis, In & 2° 


——- +o 
PREMIUMS, 


RINER SCALES make useful premiums. Com- 
plete line. Send for catalogue. TRINER 
SCALE & MFG. CO., 130 8, Clinton St., Chicago. 


YON & HEALY'S NEW PREMIUM CATALOG, 

now ready, contains musical instruments 

of all descri Bons. senting a special cheap 

talking machine; $20,000 worth of our mandolins 

and guitars used in a Lm nod, year by one firm for 

promone. Write for cate. PREMIUM CLERK, 
yon & Healy, 199 Wabash A ve., Chicago. 


R® AABLE goods are tra are trade builders. Thou- 
\ sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
and wholesale dealers in jewelry and a 
lines, 500-page list price illustrated catalo 
published ow st issue now ready; free 
MYERS CO.. d6w. 48-505: 15-00 02 Maioen Lane, N.Y. 


IVE CENTS. Se. 5c. . Se, Be. Se, FIVE CENTS. 
A California premium! A big helper. Try 
fifty at $2.50. This isthe deal: We offer publish- 
ers of other papers yearly subscriptions to THE 
WESTERN EMPIRE at 5 cents a year net. There 
are 2 to 32 pages (Ladies’ Home Journal size) 
each month. rinted on highest grade news, 
with heavy colored cover, iIsnotan organ of 
any real estate scheme, but is a clean, vigorous 
home paper fit for any home, devo’ to the 
wonders and beauties, the resources. the romance 
and oe tales of adventure in the Golden West 
it’s clean and will make a 
clubber with any journal published. THE 
RN aes is a companion paper to the Pacific 
Fruit World, and is practically an Eastern edi 
tion of that well-known journal of orchard, 
Vineyard and rural life in California. 
e will make a limited number of deals with 
reliable ublishers at 5 cents net for yearly 
subscriptions. We will supply & four-inch single 
column ora seven-inch dou _ onuma electro of 
our big tree front cover te, puasiehers 
ordering 50 yearly subscription mail card ce 
ficates at $2.50, net cash w order, Sample 
copies free. Add: dress FRUIT. WORLD PUBL 
ING COMPANY, Times Building, Los Angeles, 
California. 
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COIN CARDS, 
f rinting. 
$ Tie COIN WAPPER CO.. Detroit, Mich. 
BLECTROFYPING. 


ulars, set electrotyped. STAND- 
PEED ELECTRO. "00. .0. CO., Wilmington, Del 

gE wip the electrotypes for PRINTERS’ INK. 

We do the costes ang 301 r Xo tor 

largest ad fEbsTEn, ean us for 

a WE ER, CRAWFOR ‘& CALDER, 45 

penta 








New Yo 
ADVERTISING MEDIA. 


0S r line for advertising in THE 
1 JUNIO , Bethlehem. a 


PRtAL inch ad 6 mos., 50c.;20 words, 25c.; 12,000. 
INLAND REVIEW, inven. Ohio. 


95 ¥ c NTS for 30 words 5 days. RNTERrSRE, 
Brockton, Mass. Circulation, July, 9, 


yen sche GUIDE, New Market, N. J. ‘A. 
postal card request will bring sample copy. 


NY person advertising in PRINTERS’ INK to 
A the amount of $10 or more is entitled to re- 
ceive the paper for one year 


A BRIGHT, up-to-date Psi that covers the 
fleld—THE GRANITE 8 Ay NEWS, Wolfe- 
boro, N. H. ; 10 cents an inch 


DOULERY wee, 2c. year; a aeehe, 70 cents an 
inch displ Circulation, 3,000 oy ad 
WIL LiaMs &M TLAR, New Brunswick, N 


[p®* GOODS REVIEW, 506 Security Bldg., Chi- 
cago, goes to country merchants. Sworn cir- 
culation, 3,000; adv. rate, $1.50 an inch, lic. a line. 


HE BADGER, 300 } Montgomery Bldg., Mil- 

waukee, Wis. ,a family monthly, circulation 

general, 60, 000 copies, rate 30 cents a line. Forms 
close the 23d. Ask your agency about it. 


OWN TALK, Ashland, Oregon, has a guaran- 

teed circulation of 5,500 copies each issue. 
rs are rated at less than 
1,000 by the American Newspaper Directory. 


O NIY 50c. per line for each insertion in entire 
7 ~ 4 1 counts papers. — mostly in 








ew Jersey Penrtsylvania. 

UNION PRINTING Co,, 15 Venboweter St., N. Y. 
$1 WILL pay for a five-line advertisement 
four weeks in 100 !Ilinois or Wisconsin 


SHOk. newspapers. CHICAGO NEWSPAPER 
UNION, 10Spruce St., New York. Catalogue on 
application. 100,000" circulation weekly. 


00 GUARANTEED circulation, 2% 

cents a line. That’s what the 
PATHFINDER offers the advertiser every month, 
Patronized by all leading mail-order firms. If 
Ten are advertising an do not know of the 

ATHFINDER, you are a something rood. 
E PATHFINDER, 





Ask for sample and rates. 
Washington, D.C 


DVERTISERS—Northfield is one of Ver- 
mont’s growing towns. Real estate has ad- 
vanced 50 per cent in five years. Best black slate 
uarries, granite and lumber manufacturing. 
ORTHFIELD NEWS covers a rich section whic 
cannot be successfully reached by advertisers 
in other mediums. No edition in ‘six years less 
than 2,000 copies. +. for further information. 
NEWS, Northfield, 


ADVERTISEMENT C CONSTRUCTORS. 


ENJAMIN SHERBOW, 3148 Euclid Avenue, 
Philadelphia. The making of the better 
sort of Business Literature ex exclusively. 


DVERTISEMENTS and cuts. new daily. Re- 
P tailers and kers should use the best. 
Moderate prices. ART LEAGUE, New York. 


HEY FERRIS, his! jmark. 
918-920 Drexel Pullding, Philadel 
Adwriter. Gimbel, Wanamaker, in spendent, 


WRITE ads that sell the goods—so patrons 
say. That’s the kind you want, the only kind 

a can afford to buy. nd particulars. E. L. 
ID, Attica, Ind. 


ADVERT IES Lf ig ~4 RIGHT sor 

for your 

for my booklet 
F. i LOVEJOY, mae Pa. 





AT-ORDER, ADV'G written and lanned. | 


EUGENE KATZ, Boy: 
6 Jk THE pe ” oe of owe 
Is writing business = 


ray 
Of pith and ‘0 ag; 

or pith ap Y ork address ~ Ld is 10 pruce. 
I WRITE ads for busy men, men, big one ¥ little ads. 

Have satisfied nts—can sai One 78- 

WL SRD kK. CLEME 

Evanston, Ill. 
M' GHT let me one you some samples and so 
forth. What I have done for others might 
thf to what I coms do for you. Give me some- 
tian Y on. JED SC ORO, 557a Halsey 


r "RADE winning Sockiahs catalogues, mail ing 

. prospectuses, form letters, etc., wri 
ten, illustrated, printed. Write for free booklet 
“How We Hel pevertiones ” hes = 
SON & HINDMAN, 904 Tribune Bldg., Chica 


[Ss au at present writing riting the ig tho afvertising Psa one 
f the department stores in interior 
Penn lvania. Is this rience of any value to 
—pd me fora few more clients. Let me 
car ‘trom My terms are low 
RLES WooD, Malvern, Pa. 


ial and MERCHANTS, ATTEN- 
TION !—Are you looking for something new 
and Gopnetty eens in a series for street car, 
billboard per advertising? If #0, 
RALPH SULI. IVAN Ndvertionment vriter, 26 
EK. 14th 8t., N. Y. City, has several ideas that will 
make you money. 


RE YOU WILLING TO PAY A MONTH 
TO HAVE YOUR BUSINE Ixont ASED 

2% TO 100 PER CENT! I HAVE THE SECRET 
IT’S A NEW THING—A VERY NEW THING— 
ae WAY I Do IT, AND IT’S A SURE THING 
—NO “IFS” OR “BUTS” ABOUT IT. you 

Hav EN’T TRIED IT YET—THAT’S CERTAIN 
Ralph Sullivan, 25 E. i4th St., New York City. 


Ww WHICH ARE YOU—DRIVEN OR LED? 
Many regard their advertising as a mere 

expense account item, often, indeed, as a 

necdless outlay forced upon them by trouble- 

some, won't - be - “ back - . 

The ambition of such reluctant advertisers is 

limited to keeping that enforced outlay pruned 

down to the lowest possible nctch, wonnlt — 
one notch below a paying possibi lity. 

“vo at it” with the deliberate inient to make it 
yield a good profit, knowing that interested at- 
nmtion to what they sell is abundantly well 

worth its cost, Of course “Many” “have no 

use” for me, but it wan cheers me to “ 
cover that “There are See below. 

No, 2-x. FRANCIS L. sl. MAULE, Philade Iphia. 


>-=-= -£B—EB—EB—EB—EB—EB—EB— 


B_ There's a distinct “quality” note in evi- 
| dence nowadays. Maybe you’ve heard 
E about it. 

B_ Price doesn’t so much = as it Sere 
merly did. People want be 

E If you can deliver the th cht ind. "of 
B goods,I can deliver the right kind of ad- 
a vertisine. 
B 





Send for my booklet, “ SELLING MORE 
GOopDs.” 


| 
kK EDUUED DARTLert Adv  poctaliat, 
B Nassau St., New York. 


wa oe SS ws 


TE eget =-0b-00-ti-ub-th 


YOUR ACTUAL TARGET. 
You need not give a thought to the man 
0 already knows you and your goods. our 
advertising should be aimed exclusively at the 
vast army of those wae so far know ay = 
either, and it is “‘ up to you ” to suggest 
ing possibilities to that mass of hitherto inavtrer- 
ence. In these days of keen and clever compe- 
tition etrangers always take your business 
measure” with what you send them—DON’T 
FORGET THAT. For ¢ => whe don't forget 
“ that’ I build os a ants ~ 
Folders, 


Circula ra Mailis iii sO pape 
ts, Mailin nd Slips. 
and Magazine ae ‘ te. sit 3 
Upon receipt of ve of new busi- 
ness | gladly send ‘ mail ~ bo of my “do- 
ings,” which sometimes create a desire for like 
» oe ” in the bosom of my co; mdent 
—that’s why I send them No cards, 


” 
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One oyster doesn’t make very good 


soup, neither one lone ad do much 
business for merchant.—White’s 
Sayings. 





ADVERTISING is one of the cog wheels 
in the business machine. An important 
wheel, but unless the other wheels do 
their part it won’t do much good.—Seth 
Brown. 





— +e 


THE man who thinks, grows. Head- 
work is as essential to hand. work as . 





PRINTERS’ INK, 





CANADA. 


Crm IAN ADVERTISING is best done by TH: 
DESBARATS ADVERTISING AG’Y, Mont 


New York Dramatic Mirror 


121 W. 424 &t., N. Y. Established 1879. 
circulation of any American — wr 








paper. pease re 
A ents, Published _— 
Sold all new ds. Commercial 
8c. single, 17e. thirteen, \éc. Cress 
Ne. Athy tor two insertions, Sample copies free. 








is to brain-work. No man’s b 
profession can rise higher than the 
thought he puts into it. Being up-to- 
date is good, but the man who thinks 
ahead of his competitors gets the cream 
of the trade every time.—Jed Scarboro, 








Displayed Advertisements. 


20 cents a line; $49 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 

mo 


New Headquarters 


The Associated Billposters and Distributors of 
the United States and Canada, with rep 
es, occupies office 
Bids. Chicago, Ui, CHAS, BER- 











tion in over 2,000 towns and ci 
in 1514 Tribune | 
NARD. 


, Secreta 





Pm. Ripans hey —~ ? aoe the best 
psia ne ever 
male A A hundred ‘millions of 
them have been sold in the 
United States ina pdt year. 
Lonetty tion, heartburn, sick 
e,dizziness,bad breath, 
a ~ and every illness 
arising som a disordered 
stomach are relieved or cured by Ri 
ules. (ne will generally give relief within twen- 
ty minutes. The five-cent package is ane for 
ordinary occasions. Al! druggists sell them. 


For Sale Cheap 


Poultry and Agricultural Paper, 
about 2 years old, with over 3,000 
paid subscribers and a good advertis- 
ing patronage. Address 

Farm, Garden & Poultry Pub. Co., 

206 Church St., Philadelphia, Pa. 














TO THE 


BIBLICAL RECORDER, 


a rony soltgious and home 
Raleigh, the ‘amet bast 
cow y NR . wyees a hi pas 
etre on rating than is accord 
- — weekly or any daily A 4 
8) 


NORTH CAROLINA. 


[Addressing Machines 


NO TYPE USED. 


Cheapest and most net § system now 
on the market. A card i the mail- 
ing list. Send for circulars oad terms. 


Wallace & Co., 27 Murray St. 














IN EL PASO, TEXAS. 


In the latest issue of the Ameri- 
can Newspaper Directory the cir- 
culations of the two daily papers 
of El Paso, Texas, are rated. No 
one doubts the accuracy of the 
Herald rating, but it has recently 
been made apparent that the 
Times rating is fraudulent.— 
Printers’ INK, July 22, 1903. 








HERALD 


Established 1887. 
Largest Circulation 


Reaches more homes than any Jewish | 


newspaper, therefore the BEST advertis- | 
ing medium, | 


The Volksadvocat' 
Weekly. | 


The only weekly promoting light and) 
dge among the Jews in America. 











How’s your advertising 
going? Maybe we could 
give it a more vigorous 
force ! 


Marsh Advertising Agency, 
New York Life Building, Chicago | 














M. & G. MINTZ, 


PROPRIETORS, 


132 Canal St., New York. 


TELEPHONE, 968 FRANKLIN. 





Circulation Books Open for Inspection. 











PRINTERS’ INK. 
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The Evening Journal 


JERSEY CITY, N.J. 


GROWTH in 1903 


SIZE FROM 10 to 14 pages. 
ADVERTISING of 24 per cent. 


CIRCULATION from 17,532 to 
18,407. 

THE ESTIMATION of its read- 
ers that it has grown in every 
quality that makes a paper 
valuable, 


CONFIDENCE OF ADVER- 
TISERS that it pays. 


THE ONLY TWO (2) CENT PAPER 
IN CITY OR COUNTY. 
A HOME and nota 
STREET Circulation. 





—— 











Ina Class 


By Itself. 


That’s the position occupied 


The German 


Daily Gazette 








At least 50,000 Germans 
read it daily and read noother, 
because they cannot master 
the English language. 


Advertising rates on appui- 
cation. 


The Philadelphia 
Cerman Cazette, 
924 Arch Street. 


























LETTERS 
TO RENT 


WE CARRY millions of all kinds of 

letters received in reply to news- 
paper and magazine advertising, which 
we are offering for copy at low rates. 
Our specialty is Nervous Debility and 
Medical letters. We also carry the fol- 
lowing classes of letters : 








Catarrh Constipation 
Rheumatism Cancer 
Kidney Rupture 
Deafness Contest 
Dyspepsia Publishers 
Asthma Trust 
Morphine Cash Order 


Drunkenness Hypnotism 
and others. 


If you want letters of any kind, write 
us for lists. If you have any letters to 
sell, send us particulars. 








GUILD COMPANY, 


LETTER BROKERS, 
ROOM 209, 











,132 Nassau St., Ncw York.) 


Thomas Nelson & Sons, 
Publishers and Importers, 


New York, Aug. 26, 1903. 
The Sunday-School Times 
Philadelphia, Pa. 

Dear Sirs: As advertisers every week, we 
take pleasure in advising you that we find 
“The Sunday-School Times” of great 
value. We have more inquiries from it 
than from any other Paper we use. We 
have had space in ‘‘ The Sunday-School 
Times ’’every week for many years, and 
we intend to continue the same. 

Yours truly, 
Tuomas Netson & Sons. 


You can reach steady and liberal 
purchasers in over 200,000 religious 
homes cheaply and well by adver- 
tising in our 


Baincen 
8 BJRINGERS 
We Shall Be Pleased To Hear From You. 12 


THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bidg., Philad’a, Pa, 
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AN EXAMINATION OF ROWELL’S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 103 
REVEALS THE FACTS STATED BELOW. 


Notr.—Under this heading Printers’ INK will 
advertise a three-line pa ph relating to the 
appropriate paper, giving it one insertion for 60 
cents—stam mn payment to accompany the 
order—or will continue it once a week for three 
months (thirteen weeks) for $7.80, from which 5 
per cent may be deducted for cash with order. 


CALIFORNIA. 


The Daily Examiner has a higher circulation 
rating than is accorded to any other paper in 
San Francisco or in the State of California. 


The Weekly Examiner has a higher circulation 
rating than is accorded to any other weekly in 
San Francisco or in the State of California. 

CONNECTICUT. 

The Evening Post has a higher circulation 
rating than is accorded to any other paper in 
Bridgeport. 


DISTRICT OF COLUMBIA. 

The Home Magazine has a higher circulation 
rating than is accorded to any other publi- 
cation issued in Washington, or in the District 
of Columbia. 


ILLINOIS. 


The News has a higher circulation rating than 
is accorded to any other daily in Champaign. 


INDIANA. 
The Bulletin has a higher circulation rating 
than is accorded to any other paper in Anderson. 


The Commercial has a higher circulation rat- 


ing than is accorded to any other weekly in 
Vincennes. 





MASSACHUSETTS. 
The Daily Transcript has a higher circulation 
rating than is accorded to any other paper in 
North Adams. 


NEW JERSEY. 


The Advertiser's Guide, Newmarket, is one of 
the only seven advertising publications that has 
credit for 5,000 copies. Sample free. 


NEW YORK. 


The Evening Herald has a higher circulation 
rating than is accorded to any other paper in 
Binghamton. ° 


The Sunday Courier has a higher circulation 
rating than is accorded to any other Sunday 
paper in Buffalo. 


The Evening Star has a higher circulation rat- 
ing aan is accorded to any other daily in 
mira. 


The Daily News has a higher circulation rating 
than is accorded to any other paper in Ithaca. 


The News has a circulation rating four times 
higher than is accorded to any other paper in 
Newburgh. 

The Schenectady Gazette has a higher cir- 
culation rating than is accorded to any other 
paper in Schenectady, 

NORTH CAROLINA. 

The Daily Observer has a higher circulation 

rating than is accorded to any other paper in 
‘lotte or daily in the State of North Eafolina. 
OHIO. 


The Herald has a higher circulation rati 
than is accorded to 35. A paper in Eaton. = 


PRINTERS’ INK. 
Largest Circulations. 





The Daily Vindicator has a her circ 
rating thanis accorded to pang Bh oman 
Youngstown. 

PENNSYLVANIA. 


The Leader has a higher circulation rati 
than is accorded to any other paper in ‘Allentown 


The Local News hasa higher circulation rati 
|, RS accorded toany other paper "ta Ww ~ 
ester. 


TENNESSEE. 

The Commercial-Appeal has a higher circu. 
lation rating than is accorded to any other daily 
in Memphis or in the State of Tennessee. 

The Weekly Commercial-Appeal has a higher 
circulation rating than is accorded to any other 
paper in Memphis or in the State of Tennesse-. 


TEXAS. 
In the latest issue of the American Newspaper 
Directory the circulations of the two daily pa- 
vers Of Kl Paso, Texas, are rated. No one doubts 
he accuracy of the Herald rating. but it has re- 
cently been made apparent that the Times rating 
is fraudulent.—PRINTERS’ INK, July 22, 1903, 


The Tribune has a higher circulation rating 
than is accorded toany other paper in Galveston. 
The Weekly Sentinel has a higher circulation 
rating than is accorded to any other paper in 
Nacogdoches. 
WASHINGTON. 

The Sundow Ledger a~ d the Weekly Ledger have 
higher circulation ratings than are accorded to 
any other papers in Tacoma. 

WEST VIRGINIA. 

The Mail has a h gher circulation rating than 

is accorded to any other daily in Charleston 
MANITOBA, 

In Manitoba and the Canadian Northwest the 
Manitoba Free Press and the Free Press Evening 
News Bulletin has a higher circulation rating 
than is accorded to ail the other daily papers 
combined, and the Weekly Free Press has a 
higher circulation than is accorded to any other 
weekly. 

ONTARIO 
The Daily Free Press has a higher circulation 


rating than is accorded to uny other paper in 
London. 


QUEBEC. 
The Family Herald and Weekly Star has a 


higher circulation rating than is accorded to 
any other paper in Montreal. 


— +o -—— 

PERSIST WITH THE RETAILER. 
Consider the hen— ’ 
She lays her eggs and then she sits 

on them 21 days. - 

The result is—chickens. : 

One day wouldn’t have done it. 

Ten days would not. 

It took 21. 

Consider that, dealer. 

He who has repeatedly resisted your 
appeals to get aboard the band wagon. 

He who is standing in his own light 
and casting a shadow on his own life 
without knowing it. 

He is not hopeless. 

He is not beyond the power of argu- 
ment and reason. 

He may be a little shy—he may be 

a little perverse. 

Persistent coaxing will bring him. 

It takes 21 days to make chickens.— 
Folder of Shryock-Johnson Mfg. Co., 
St. Louis. 

++ 

THERE are lots of advertisers who 
look for business with a field glass. In 
seeking for distant trade they neglect 
the wants of the people who Live close 
by.—Jed Scarboro, 
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Little Schoolmaster’s Baby 


PUBLISHED MONTHLY 
by the 





Sentinel Company at Milwaukee 


Advertising 


ADVERTISING au sorts HELPS sorts o ADVERTISING 


TERMS OF SUBSCRIPTION, BY MAIL. 
One copy one year (12 months). .10 cents 











Al’G RATES, WITHOUT DEVIATION. 
Five cents, flat, net, 18m. agate line 


SE ee: eee 2 cents 

Twelve copies, to one address Copy must bein hand prior to first 
SE a cass dovcuceveactes 10 cents of the month. Exceptionally profit- 

Fifty co Ase, to one address able medium for the exploitation of 
SP ieiencsat cectcouesened 25 cents Advertisers, “Agents,” Publishers, Bill- 

Hundred copie, to one addrem, cents Posters, Printers, “Novelty” Manufact- 


urers, Sign Painters and Makers, Ad- 


Invariably in advance; stamps ac- 
cepted as cash. writers and Schools. 


Send for sample copy, or, to save time and trouble, 


SEND TEN CENTS IN STAMPS 


For the rest, 





and clinch the deal for a year. 


never forget to remember: 


ADVERTISERS TO MAKE GOOD 


in Milwaukee and Wisconsin must use the 


THREE SENTINELS 


papers which, in Milwaukee and Wisconsin, 


MAKE GOOD TOADVERTISERS 





SENTINEL COMPANY, 
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Department of Promotion, Milwaukee, Wis. 
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KEY YOUR ADVERTISEMENTS 


If you want the convincing proof that the greatest number 
of replies that bring business come from advertisements 
in the papers of 


The Vickery & Hill List 


The American Woman 






AND 
* 
Good Stories 
(Established 29 Years.) 


These papers go to people in small towns and rural com- 
munities, who subscribe and pay in advance for them in such 
numbers that we now have the LARGEST PAID-IN-ADVANCE 
CIRCULATION IN THE WORLD. As these people are already 
educated to buying goods by mail, you have only to tell 
them what you have to sell to obtain wonderful results. 
Write for rates and full information. 


THE VICKERY & HILL PUB. CO., 


AUGUSTA, ME. 
Cc. D. COLMAN, E. H. BROWN, 
Flat Iron Bidg., New York. 714 Boyce Bidg., Chicago. 
Sworn statement of circulation on file with Geo. P. Rowell & Co. 
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Z 
WORTH THE RISK 


Evprep, Pa., Sept. 25, 1903. 


Printers INK Jonson, 
New York, N. Y. 
Dear Sir: 


Since I bought the first ink of you in 1896, I 
have never bought an ounce at any other place, simply 
because I have always found your inks better than any 
I ever used, no matter what price I paid. 

Respectfully, 
Rosert TEMPLETON. 


Many small printing concerns throughout the 
country seem to feel that their orders are too small 
to send to a New York ink man, and continue to pay 
enormous prices to the credit ink houses nearer home. 

Mr. Templeton formerly paid $5.00 a lb. for Rose 
Lake, and bought other inks at correspondingly high 
prices, and when he read my price list, figured that it 
was worth giving me a chance even if he got a sup- 
posed gold brick. In seven years he has not used an 
ounce of any other ink but mine, and I doubt if any 
of my competitors could induce him to change. All 
I ask is a trial order. Of course I have to get the 
cash in advance, but you can rest assured that if my 
goods are not entirely to your liking the money will 
be refunded along with the cost of transportation. 
Send for my new book, giving valuable information 
for relieving troubles in the pressroom. 


ADDRESS: 


PRINTERS INK JONSON, 


17 Spruce Street, New York. 
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(Three consecutive issues of PRINTERS’ INK will be mailed as 
sample copies to the names sent in response to request made below.) 


eer eee Erm 


The Undersigned, Now 
a Subscriber to 
Printers’ Ink, 


Sends the following names, believing that the parties 
would be interested in reading Printers’ INK: 


























Signature and address of subscriber. 





Tear off, date, sign and forward to Business Manager of PRINTER’ INK, 
10 Spruce Street, New York. 





